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Because of the extreme interest of the daily news there has been 
an increase in the demand for daily newspapers. The sales of 
‘*The Philadelphia Record’’ under the spur have reached very 
close to the two hundred thousand mark. Its average daily in- 
crease of circulation this year over corresponding months of last 
year has been more than 24,000. Its mechanical facilities have “| 
been pushed to the limit in order to meet demand. 

Popularity with the reading public is a flattering attestation of 
the quality of service rendered by a newspaper. ‘* The Record ” 
will continue to deserve the confidence it has inspired as a purveyor 
of news; but it ought not to fail in the acknowledgment of the - |j 
public appreciation of its value as a business medium. Advertisers 
find in the-use of its columns the opportunity for the widest publicity. 

The following statement of the extent of its advertising patronage 
this year, as. compared with last year, is very suggestive : 

1897. 1898. 
COLUMNS. COLUMNS. 
977 
841% 


964 
331 


2,524% 3,113% 


The above figures show that the remarkable increase in ‘‘ The 
Record’s” circulation has been attended by a coincident increase in 
its solid, full-paid advertising patronage equally remarkable. 

Leading the march and blazing the way for its esteemed con- 
temporaries and competitors, ‘‘ The Philadelphia Record” will seek 
to earn the continued good-will and prosperity heaped upon it,— 
From the Philadelphia Record, April 11, 1898. 


TA 





Aad’ tat Aa 
BOE EE EV EVE EV EV EVE VE TEC EC ECE CECE 






























2 ‘PRINTERS’ INK.- 
POST ME! 


Over Sixty-One Thou- 
sand Post-Offices Are 
Required to Distribute 
a single issue of 
Comfort. 


An ad in Comfort will 
POST 
MILLIONS 
of 
PEOPLE 
on 
YOUR 
MAIL 
ORDER 
GOODS. 





























MORE THAN NINETY-NINE MONTHS OF PROFIT. 


I have used COMFORT ever since it started, and it 
never failed to brinz an encouraging profit every month. 
W. S. RICE, Rupture Cure Specialist. 


Smithville, N. Y., January, 1898. 











All General Advertising Agents Represent COMFORT. 


W. H. GANNETT, Publisher, Augusta, Maine. 


Boston Office: New York Office : Chicago Office: 
John Hancock Building. Tribune Building. Marquette Building. 
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WITH ENGLISH ADVERTISERS. 
By T. B. Russell, 

In my last letter I undertook to say 
in the future something about the 
agencies that have been brought to 
bear to reduce the prevalence of ‘‘ cut- 
ting” by retailers, and of the relations 
of the anti-cutting movement to substi- 
tution. 

* * * 

Since the suppression of cutting has 
for its object an increase of the price 
at which proprietary articles are pur- 
chasable by the public, it is obvious 
that proprietors who have committed 
themselves to this policy must see some 
material advantage in it to themselves. 
However indispensable an article may 
be, its sale is sure to suffer by an in- 
crease in price, however small; in 
other words, the cheaper you get your 
goods to the public the more you will 
sell. The object contemplated by the 
proprietors who attempt to control cut- 
ting is the attainment of the retailers’ 
friendship. The merit of the anti cut- 
ting movement, from a_ proprietor’s 
point of view, depends on two ques- 
tions, namely these: First, whether 
cutting can be prevented at all, or, 
second, whether it will secare support 
for the ‘‘ protected ”’ article from retail- 
ers to an extent proportionate with the 
loss involved by increase in price to 
the public. 

* * * 

I am frankly an enemy of the anti- 
cutting scheme, still more so of the 
methods which have been adopted to 
force it upon proprietors. Believing 
in free trade, free competition, free 
everything (except free drinks), I do 
not see any advantage in attempting 
to coerce retailers to abandon cutting, 
and if I were a proprietor I would go 
out of business before I would allow my- 
self to be coerced into coercing them. 
I believe that the sale of proprietary 
goods would be —— by the face 
price being enforced. I do not believe 





that it can be universally so enforced, 
and I deny that the friendship of the 
retailer, on any important measure, is 
secured by anti-cutting schemes. 

* “* * 

All these articles of disbelief are 
founded on facts not disputable. It 
would be waste of time to prove that 
increase in price means decrease in 
sale ; this (I take it) is universally ad- 
mitted. That marked prices can not 
be enforced is proved, in England at 
least, by the fact that wherever the or- 
ganization which professes to give laws 
to proprietors for the conduct of their 
business publishes a list of what it 
calls its ‘‘ protected ” articles, the local 
cutters invariably advertise these ar- 
ticles at cut prices, and defy the anti- 
cutters to prevent the sale of them at 
cut prices ; and, as for.anti-cutting se- 
curing friendship of retailers, you have 
only to look at a file of the trade jour- 
nals to see that the moment any pro- 
prietor offers a scheme to control 
prices, he is instantly set upon by cor- 
respondents in retail trade, who abuse 
and ridicule him for his attempt to 
please them. 

- » ~ 

Any prospect of success in the anti- 
cutting movement has long since been 
destroyed by the tactics adopted by the 
body which has taken that movement 
in hand. Acting on the theory that 
by making a sufficient outcry the whole 
trade, wholesale and retail, could be 
forced into the anti-cutting fold, this 
body created an intense antagonism in 
the minds of all proprietors who ad- 
here to the theory, not quite obsolete, 
that the conduct of one’s business is 
one’s own affair exclusively. Hardly 
any firm of importance, and none. of 
the very first importance, came into the 
movement ; and long before it was 
heard of, the only proprietor of a high 
rank who has meddled with anti-cut- 
ting, Mr. Elliman, had created a 
scheme of his own, The association 
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has advertised itself (free) on every 
possible occasion; it instigates its 
members—retailers—to badger propri- 
etors with individual letters on every 
excuse, and the reward which a pro- 
prietor gets for adhering (or rather 
submitting) to the scheme is an.inor- 
dinate amount of trouble in carrying 
out the regulations forced upon him 
for cutting off supplies from the recal- 
citrants, and the agreeable knowledge 
that he has put a weapon of his own 
making into the hands of substitutors. 
+ = - 


For this is where the crux of the 
matter lies. The friendship of the re- 
tailer means, if it means anything, free- 
dom from substitution. Well, the 
same papers that support the associa- 
tion (I am not going to advertise it 
further by repeating its long-winded 
name) contain advertisements from 
firms who put up whole lines of goods 
intended as substitutes, and as noth- 
ing else ; and one of them lately print- 
ed in the most artless manner a retail- 
er’s price list of substitutes for the 
‘*protected” articles. On the other 
hand, if you can not gain friendship by 
adhering to the association, you can, 
and do, most indubitably stir up enmi- 
ty, just where it can do the most harm. 
The substitute act in England (as I ex- 
plained in my last letter) is not a quick 
business. It can be safely performed 
only with a considerable amount of 
talk. A small shopkeeper has lots of 
time to do this talking; a big cutter 
has no time, his assistants have none ; 
they are too busy. Consequently, 
though the big cutters, generally con- 
cerns with numerous branches, display 
substitutes, they do not push them, 
leaving them to make their own way, 
which to an extent they do. I have 
seen a circular from the largest of these 
organizations (the one presided over by 
Mr. Jesse Boot) to its assistants for- 
bidding the substitute act. It is just 
such concerns as this that are injured 
by anti-cutting schemes. In other 
words, anti-cutting means antagoniz- 
ing your best friends for the purpose 
of putting a new weapon into the 
hands of your worst enemy ; for the 
dearer an article is, the easier people 
can be persuaded to accept ‘‘just the 
same, only cheaper.”’ 

“ x 

The true fact is that the smaller 
class of retail trade is rotten with sub- 
stitution. Can anti-cutting cure this? 
It can not. These fellows do not act 


on principle—or on no other principle 
than that of the pocket. Their own 
letters in the trade papers avow the 
fact. Now, take for an example of 
how anti-cutting stands to substitution 
the case of a proprietary medicine re- 
tailed at 25e. This will-sell wholesale 
at about 18c. Cutters will sell it for 
20c. to 22c. Under anti-cutting, profit 
7c. With free trade, profit 2c. to 4c. 
(I have put the prices into your cur- 
rency for clearness.) Thus it will be 
seen that the utmost profit with ‘* pro- 
tection ” will be 7c. on a25c. bottle of 
medicine. Now, this will not prevent 
an unscrupulous trader from putting up 
his own substitute and making it just 
as cheap as he pleases. Probably a 
proprietary medicine of the face value 
of 25c. does not often cost more than 
6c. We wil) assume that the substi- 
tuting retailer can put it up at about 
that price. His profit then, supposing 
him to go on the ‘‘same thing only 
cheaper” plan, will be about 14c.— 
just about double what he would get on 
a ‘*protected”’ article. The scheme 
is this: Asked for an advertised 
article, he fetches it out and lays it 
on the counter with the substitute. 
‘* This,’”’ says he, ‘‘is what you ask 
for—25c. This other is the same 
thing, only without the trade-mark— 
2oc.” It will take considerable talk- 
ing with a dealer of this stamp to ob- 
tain what you came in for, and you 
will probably lose your temper before 
you get through, at least that happens 
with me, and I fancy with other peo- 
ple too, who know their own minds ; 
but moral cowardice allows a good deal 
of subatibution to happen. 
= * 


The effect, however, is being pro- 
duced. Take the drug trade, for ex- 
ample. Druggists, almost all of them, 
cut. But the trade on proprietary 
medicines has very nearly left the 
druggist altogether, and passed into 
tne hands of the big cutters. Several 
firms—Boot’s, Taylor’s, Day’s and the 
Star Tea Company (a grocery concern) 
—have a very large number of 
branches. Boot and Taylor have each 
got them pretty much all over the 
country. It isn’t the pricesalone that 
draw the people to these stores. The 
druggists meet the cut as far as they 
can, but they drive people away by 
the worrying and badgering to which 
they submit them when proprietary 
goods are asked for. Most people are 
moral cowards. They shirk the in- 
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evitable argument, in which the drug- 
gist proves to them what fools they are 
to prefer goods which are advertised 
and have stood the test which large 
advertising implies (for no one in his 
senses would spend big money in ad- 
vertising a thing that fad not proved 
itself worthy of public appreciation) 
to goods made by a nobody, and at- 
tempted to be foisted off by him on the 
strength of other people’s acvertising. 
* + * 

For (though perhaps as Lady Teazle 
said to Mr. Surface, ‘‘ Hadn’t we bet- 
ter leave honor out of the question ?”’) 
if it comes to morals, to the public in- 
terest, I consider that the public is 
safer with an advertised proprietary 
than a substitute, even if the latter be 
carefully made ‘‘to match.’’ A large 
proprietor has a great stake in the 
matter. He has to take care of his 
reputation. He can afford, also, to 
buy the very best raw material, and it 
is his interest todo so. I have been 
at the pains to question a number of 
people as to their experience of substi- 
tutes. They were not peo le in busi- 
ness, but private friends, chiefly ladies, 
always easy victims to this description 
of knavery. In almost every case I 
got the same sort of answer: ‘‘ Yes, 
I’ve tried the things that are ‘the same 
but cheaper’; one likes to save money, 
you know. But (it may be fancy, of 
course)—but do you know I think it 
pays to get the things that are adver- 
tised. The others never seem any 
good.” I don't think it is fancy. 

* * * 

As for the morals of anti-cutting, I 
am not quite so clear. Ido not wish 
to see retailers working without a 
profit. But I consider that their sal- 
vation is in their own hands. The 
small retailer of proprietaries of all 
sorts must give up substitution if he 
does nct want to be wiped out of ex- 
istence altogether. If he will do this, 
and then add to it local combination to 
eschew extreme cutting, I do not think 
he will find the big cutters so much 
his enemies as he now supposes. 

—_ ++ ——_. 


“AMUSEMENT STAMPS.” 
Amusement stamps are said to be issued at 
Detroit, Mich., which merchants give to 
customers, who secure through the tickets 
privileges at theaters, on boats and at park 
entertainments.—/ourth Estate. 
tor 








Happy is he, when life’s affairs go illy 

Who knows the quiet friendship of the trees, 

And sympathetic comrades finds in these. 
—Hen y Tyrrel. 


PRINT AND LABEL REGISTRA- 
TION 


Those who possess any curiosity on 
this subject will find the following, 
from the Scientific American of April 
16, of interest : 

Two bills for regulating the registration of 
prints and labels have been introduced into 
the House, H. R. 8620, fathered by Mr. John 
Murray Mitchell, and H. R. 8582, by Mr. 
Bennett. For a number of years it has been 
practically impossible to procure any protec- 
tion for advertising matter, such as labels or 
prints. Registration was refu: under the 
copyright laws, owing to the fact that adver- 
tising matter was not considered as a proper 
subject for copyright. There were two rea- 
sons why the law failed to afford any protec- 
tion. ¢ statute of June 18, 1874, provides 
for recording in the Patent Office “ the title 
of an rint or label not a trade-mark.” 
This the Patent Office construed as a bar to 
the registration of all labels and prints that 
contain any device used as a trade-mark, or 
any device capable of uestration as a 
trade-mark, until the trade-mark shall have 
been registered. Coupled with this was the 
ruling of the Patent Office following the de- 
cision of the United States Supreme Court in 
Higgins v. Kueffel (1891), in which the court 
held that a label must have value asa literary 
or artistic composition to a d that would 
sustain any other copyrightable matter. The 
onnene the Patent Office in this ard 

came so severe that for years it has n 
practically impossible to prepare a label that 
would fulfil the exact requirements. The 

rovision for the registration of labels had 
siete practically a dead letter. In Feb- 
ruary, 1898, however, the commissioner de- 
cided (ex parte Mahn) that a label may be 
registered although it contain matter that is 
or might be construed as ye subject mat- 
ter for a trade-mark, and he further held that 
registration should not be refused unless the 
whole subject matter of the label was in it- 
self a trade-mark and registrable as such. 
This decision greatly relieved the situation. 

A print, unlike a label, is not applied di- 
rectly to the goods, but is used generally to 
describe the goods, as in the case of a picto- 
rial card or advertising device. Untilthe re- 
cent decision of the commissioner ex parte 
United States Playing Card Company, the 

resence of any device of a nature that might 

construed to constitute a trade-mark was 
not registrable, in spite of the fact that it was 
evident that a print is not affixed to the 
goods, and until affixed could not be con- 
sidered atrade-mark. These rulings resulted 
in hardship to the manufacturer or merchant. 

These pending bills seek to bring order 
out of chaos by providing that the presence 
ofa cradeaneet in a print or label shall not 
be a bar to registration, and thus give added 
force to the late decision of the commissioner 
by insuring a uniform practice touching the 
registration of prints and labels in the Patent 
Office. Modern advertising has come to be 
regarded as a science, and the talent of our 
best artists is often invoked to produce re- 
sults which will arrest the attention of the 
public and at the same time appeal to the eye 
and feeling of the beholder. It seems unfair 
that it has not been possible in the past to 
protect fully such productions. There is 
every reason why one or the other of these 
bills should become a law. 


An advertisement which has more than two 
faces of type in it is not liable to stand out. 
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CARD! 


BROKAW BROTHERS. 








































Fourth Ave. Astor Place. 
Manufacturers and Retailers of 
RINE §=GLOTEING 
Established at this location 42 
years and still under the same ‘ 


management and interest. 


On the morning of Thursday, April 7th, the old clothing 
house of Brokaw Bros. had a displayed advertisement in most of 
the New York dailies. A representative of PRINTERS’ INK called 
at the store, Fourth avenue and Astor place, to ascertain the 
cause of the surprising apparition. Mr. Armstrong, one of the | 
partners, in answer to the inquiry as to whether the card was to 
be followed up, said: “Oh, no. We have not the slightest in- } 
tention of resuming advertising. During the first twenty years 
of our business existence,” continued he, ‘‘ we were constant 
though modest advertisers. We began on this spot, and built up 
this concern from a circumscribed section of its present northeast 
corner. Bythe bye, we placed advertising then through Messrs. 
Geo. P. Rowell & Co., and if it would be satisfactory to you, you 
may state that their conduct of our advertising was satisfactory. 
“ Regarding this particular card, the reason for its appearance f 











was special. The Brokaw Bros. company until recently consisted 
of the two brothers, I. V. and Wm. B. It was recently reorgan- 
ized, and three of the younger men, including myself, were ad- 
mitted to partnership. This probably was the basis of a story 
which seems to have been industriously circulated, to the effect 
that Brokaw Bros. had been bought up by a European syndicate, 
who were going to continue it. There is absolutely no truth in 
the story, and this card ought to dissipate it. We are going to 
continue _the_business, in the old way, at the old stand.” 
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TRUE AS 


BOSPEL, 


About seven-eighths of the advertising done 
fails to be effective because it is placed in 
papers and at rates that give no more than 
one-eighth of the value that might be had by 
placing the same advertising in other papers. 


All the newspapers named in the 
membership of the American News- 
paper Publishers’ Association were 
lately communicated with and a list 
was inclosed in each letter of the entire 
membership; after and against the 
name of each paper was carried out 
its price per thousand issues for in- 
serting a full-page advertisement. 

The prices varied from one dollar 
on a yearly contract to seventy-five 
dollars for a single rendering of the 
same service. 

Every publisher was asked if he had 
any reason for believing that to a gen- 
eral advertiser a thousand copies of 
his paper are worth more than a thou- 
sand copies of one or more of those 
that charged less, and each publisher 
was particularly requested not to an- 
swer until he had examined recent 
copies of the papers which charged 
less for the service, and then if con- 
vinced that his rates were too high or 
those of the other papers too low, he 
was asked to say so, and tell how much 
and why. 

Of the very few communications re- 
ceived in answer to the inquiry, the 


only one that dealt squarely with the 
subject came from Mr. J. D. Lorenz, 
Eastern agent for the Mews of Galves- 
ton and Dallas, who said : 

Advertising space like anything else is 
ood, bad and indifferent. A circular might 
e produced for 6 to 8 cents a thousand and 

in quantity, but in nine times out of ten 80 to 
go cents is paid. e are sellers of adver- 
tising space, not buyers. We have no trouble 
to sell what we produce at our price, which is 
proportioned on the cost of production. 


Mr. Lorenz might have added that 
the man who pays 80 to go cents for 
what the other buys for from 8 to g is 
agen as well satisfied; and the 
act that for 8 cents one sometimes 
buys a better article than the other 
gets for 90 does not appear to be con- 
sidered a circumstance worthy of very 
much consideration. 

There is no other commodity bought 
and sold of which buyer and seller are 
so ignorant of its value as newspaper 
advertising space. The same quality 
is daily sold at prices varying as widely 
as the difference between a cent and a 
dollar, and neither buyer nor seller 
appears to know whether he is paying 
too much or accepting too little. 


It is the condition of affairs above set forth that leads us 


to say to advertisers : 


If you have the right advertisement and put it in the right 
papers, your advertising will pay. 


Correspondence solicited. 
Address 


THE GEO. P. ROWELL ADVERTISING COMPANY, 
10 SPRUCE STREET, NEW YORK. 
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If you admire fine office fur- 
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$ niture, call and see our “desk 1 
r 
display.” High-grade desks at 
4 . 
export prices. 
; 
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+ HALE CO. , 
> Desks at export prices, 69 
4 45 Stone Street, . 
: next Produce Exchange. 




















A SERIES of advertisements of Hale Co.’s desks has been running in one 
or more New York dailies and attracted considerable attention from adwriters 


and others. 


remarkable, for they contain no extraordinary display. 
little is found to arouse or satisfy curiosity. 


They stand out on the page with an effectiveness that is rather 


When they are read, 
The entire effectiveness of the 


announcement apparently hinges upon the mysterious significance or want of 
significance expressed by the number set in bold-face type in the lower right- 


hand corner. 


Is it not queer what a trifling thing will serve to lift a very 


ordinary advertisement far above the level of the commonplace ? 








AN INIFRESTING CASE, 

A decision affecting the trade-mark law 
and considered one of the most important of 
the kind ever handed down was given last 
week by Judge Bunn, of the Circuit Court of 
Appeals. The case was that of the Minne- 
apolis flour mill men against H. R. Eagle, 
the wholesale and retail grocer of this city, 
who was sought to be restrained from selling 
flour branded ** Minneapolis Mills,” but man- 
ufactured in other places. The appeal, says 
the Chicago Grocer, was from a decision 
given by Judge Showalter in October, 1897, 
who refused to grant the restraining injunc- 
tion, but held that the complainants had no 
such property right in the name of a town or 
place in which their goods were manufactured 
as toenable them to stop the use of it by 
makers outside of the State, thus upholding 
the defendant’s contention that the words 
** Minneapolis Mills ’’ had come to mean flour 
made from hard spring wheat under the pat- 
ent process, and that it had no reference to 
the place where the wheat was milled. The 
decision of Judge Bunn overruled the decision 
of Judge Showalter and granted a temporary 
injunction. he far-reaching power of the 
decision is seen when it is known that the 
annual output of flour made by the complain- 
ants is estimated at $100,000,000. The decis- 
ion means that people can be sure hereafter 
that butter marked “Elgin Butter’ was 
made in Elgin; that ‘“ Milwaukee Beer”’ 
was manufactured in Milwaukee and not in 
Cincinnati or any other town or city, and so 
on. The defendant’s counsel will endeavor 
to interest the United States Supreme Court 
in the case by an application for a writ of 
certiorari, and will try to prove when the 





case comes up for final disposition that the 
flour trade has long since grown accustomed 
to regarding such brands as implying nothing 
more than the use of Minnesota wheat and 
the patent process.—Ohio Merchant, Cleve- 
land, O., April 18. 





READ THE ADVERTISEMENTS. 
The subscriber who fails to read and care- 


fully examine the advertisements in his trade 
journal frequently misses the valuable in- 
formation contained in it, and thus some- 
times loses opportunities of the highest im- 
portance to him as a business man. The 
advertisements are, in fact, communic ations 
on business subjects addressed directly to 
each reader of the journal, and a careful 
business man would as soon think of neglect- 
ing his morning’ s mail as of skipping the ad- 
vertisements in his trade paper. It is in the 
advertisements that he must seek all that is 
new, useful and profitable in his line of trade. 
He must not stop at that, however. When 
he finds an announcement that interests him 
he should follow it up by acting upon it, by 
corresponding with the advertiser and learn- 
ing all there is to learn about it.— Aeystone. 


Rasen SEA 
SHOWING HIS CONTEMPT. 

‘Do you know what you are ?”’ asked the 
man who was growing tired of bluster and 
threats. 

““What am I?” demanded thetman who 

had been jumping up and down, calling 
names and yelling until he was black in the 
face. 

“You are nothing but a human yellow 
journal,” was the retort.—Chicago Post. 
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The Ideal Daily Newspaper. 


~~. 





3 (From The Minneapolis Times.) 
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an * * * The truth is, and we take sincere 
d pleasure in declaring it, that the New York 
he TIMES is not only managed with unusual abil- 
of ity in its business department, but editorially 
At it is without a superior in the United States. 
ry It is thoroughly clean, high-toned, honest, in- 
y dependent and able. ‘There is no other 
~ journal in the country that approaches more 
a nearly the ideal daily newspaper. The fact 
ed that it is in a prosperous condition is a cause 
“ for gratulation to all who delight in the prog- 
a ress and elevation of American journalism. 
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SEVERAL correspondents of PRINTERS’ INK have deplored the tendency at 


present prevalent among advertisers to use beautiful pictures having no con- 
nection whatever with the subject matter of the advertisement, so that the 
picture usually monopolizes all the attention, to the exclusion of the reading 
matter, which alone contains the information intended to be conveyed to the 
reader. The announcement here reproduced does not appear to be subject to 
this criticism, for it blends picture and reading matter in so happy a way that 
it is impossible to see one without simultaneously perceiving the trend of the 
other. Of course a lady who reads a pill story to the neglect of the dry goods 
advertisements is rather a rarity ; but perhaps the consumption of too many 
luscious caramels had given her a sudden and deep interest in digestive matters. 





SHOULD ALL PUBLICATIONS BE COM- 
PELLED 10 QUOTE CIRCULATION ? 
There are a certain few advertising me- 

diums that are valuable more because of the 

quality of their circulation than because of 
its quantity. Quantity is not the all-impor- 
tant factor at all times in judging the value 
of circulation. In fact, there are times when 
it can be left out of consideration altogether 

—when a medium has established a known 

value and brings profitable results. 

The attempt to place the same valuation 
per line per , tae on every publication is 
about as senseless as to try to measure the 
caliber of all men by their weight in avoirdu- 
Ep. or to measure the value of oil paintings 

y the square inch. 

The real value of circulation depends very 
largely upon how strong the regard of the 
reader is for the medium. Then the charac- 
ter of the publication frequently lends itself 
to its advertisements. Aiso much depends 
upon the character of the advertisements ap- 

earing in a medium. This character lends 

itself to other advertisements in the same 
medium. Much depends upon the class of 
people who are the readers, etc. 

The man who wants to buy circulation at 
the rate given by a Chicago newspaper of $1 


per page per thousand circulation would 
hardly expect to buy real estate at the same 
price per acre wherever it might be located. 

If all advertisers would be fair minded 
enough to take all of these questions of qual- 
ity into consideration in comparing circula- 
tions, ther it might be possible for the *‘qual- 
ity’? medium to receive justice in such a 
comparison. But advertisers and 4 a are 
too prone to measure all mediums by the 
same ‘‘quantity”’ scale, and this mé akes it 
often unsafe and unwise for such a medium 
to quote circulation at all, and it should not 
be compelled to do so.—A dvertising Experi- 
ence, Chicago, ; Id. 


+o 
THE BEST LANGUAGE. 

The best language for any purpose what- 
ever is that which is “terse,’’ succinct and 

‘to the point.” Involved sentences are bad, 
whether their subject is soothing syrup or 
philosophy.— Bates. 

——_<+o>—_——— 
PROOF. 

Browne—Why are you so sure that the 
person advertising for the return of that lost 
article is not a woman ? 

Towne—The advertisement says, ‘‘ No 
questions asked,”—New York Journal. 
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The 
Minneapolis 


Times 


offers the lowest advertising rates 
per thousand circulation of any of 
the Minneapolis newspapers: 

Its Sunday issue has more than 
double the circulation of any other 
Sunday paper published in Min- 
nesota. 

It is the only one of the Minne- 
apolis dailies whose circulation is 
certified to and guaranteed by the 
Advertisers Guarantee Company 
of Chicago. 

These facts are well worth the 
consideration of general advertisers. 





J. E. VAN DOREN SPECIAL AGENCY, 


PUBLISHERS’ DIRECT REPRESENTATIVES, 
31-32 Tribune Bidg., New York, 1320 Masonic Temple, Chicago. 
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ARTIFICIAL LEGS AND ARMS FOR PRACTICAL PURPOSES. 








few of my friends 
of my feet. 


& 0. ee, ~ paeaatea 
Dear Sir: —{ seit more 
the railroad trains 
and off a train when in motion. Very ae 
know thas I lost one 


JNO. SCHARFF 


the restoration of the maimed. 





ort rt tated toate 
_ the age o 1886] 











Mr. ELEY, of Windham County, 

morping papers on Conn , testifies that he has no di 
: frequently otce in working with er labor aa 
ing laborer'’s wages although he 
an arm; he —* 
pickaxe the same as others do 


A. A. MARKS, ”'2eérz-y.,, 


€27-Please mention the MepicaL Aor. 








Tuis advertisement, clipped from a medical journal, illustrates the fact 
that even so peculiar a subject as artificial legs can be attractively presented to 


the attention of the public. 





IN MEXICO, 

A Mexican correspondent of the Little 
Schoolmaster sends a long communication in 
regard to publications in the city of Mexico, 
from which the following is extracted : 

In Mexico City are published about sixty 
newspapers. The leading dailies are // /m- 
parcial, El Mundo, El Popular, El Univer- 
sal, El liempoand El Correo Espagnol. El 
Imparcial and E/ Mundo are sold for one 
cent in the city and two cents in the interior; 
all others are five cents. Considering that 
paper costs about ten cents a pound in silver, 
that printers receive thirty-five cents per 
1,000 ems, a one-cent newspaper can not 
exist, but as #/ Jmparcial and El Mundo 
(same proprietor) receive $1,000 a week from 
the Mexican Government, and are with- 
= ti uestion the leading papers, they achieve 

“he circulation of £/Jmparcialis about 
ane and of El Mundo about 25,000. All 

Spanish dailies, with exception of E/ /m- 
parcial, are published i in the afternoon, with 
date lines of following day. The circulation 
of the other dailies mentioned ranges from 
5,000 to'8,o00. [In regard to English papers 
we have in the city the Mexican Heraid, 
circulation about 315005 the Two Republics, 
circulation about 1,700, and the Evening 
Telegram, about 1,200. The Hera/d and 
wo Republics are morning papers, and the 
Evening Telegram, as its name indicates, 
is an afternoon paper. The //eradd receives 
the Associated Press and has the. franchise 
for the city of Mexico, and furnishes £7 
Mundo and Imparcial the telegraphic news. 
The /wo Republics and Evening Telegram 
receive their news from the New York Hera/d. 


TWO KINDS OF MEN. 

The American Machinist of New York 
sends out a card which reads: 

Some men won’t advertise when they are 
busy— think it will last forever. 

Some men won’t advertise when times are 
dull—think the crack of doom is just about 
to the city line. 

There are others who advertise all the time. 

The latter attract inquiries and orders, and 
in good times can pick what they want. 

In dull times they get all there is going— 
the other fellow is out of business. 

One is an optimist in prosperity, a pessimist 
in adversity, and a narrow-gauge weakling 
all the time. 

The other is just a plain, common sense 
business man. 

What kind are you? 

p Saat dae 
BINNER’S SUGGESTION. 

The various advertising journals have of 
late published numerous articles about pho 
tographs from life, referring especially to 
the fact that many photographers are em- 
ploying models from whom they make photo- 

raphs, using same for advertising, and sell- 
ing the photographs to advertisers. If the 
general advertiser knew how much better re- 
sults can be obtained by taking these very 
photographs and turning them over to some 





ractical advertising designer or illustrator, 
e would soon realize that this additional 
expense (which is trifling} would be war 


ranted, as these photographs can be made 
much more lifelike and effective by the use 
of effective and appropriate drawing.—Profit- 
able Advertising. 
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The... 


Indianapolis 
News ~= 


holds the distinction of larger bona fide 






circulation, Proportioned to Population 
of home city, than any other American 
daily, 7, é., larger Percentage of home 
readers, without resort to fake methods 
for circulation, It is also the only daily 
which, from its first issue, has Steadily 
given and conceded the right of the ad- 
vertiser to know the measure of his pur- 
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How to bo gat Se full value of advertisi 
make merc! dising more profitable by a 


By Chas. 





STORE MANAGEMENT. 


b; 
odiciouyin system of Se 


, and how to 


— 





rightly ducti 


Subscribers are invited to ask questions, submit plans for ove. or to give cheteviows 
upon any subject discussed in this department. PJ 


Address Chas. F’, Jones, care PRINTERS’ | 


i 
F. Fones. 





A Western merchant asked my advice 
in regard to displaying goods. He ob- 
jects to making too much of a display 
in his store, as he says that his displayed 
goods get so dirty that it detracts from 
their value. This may be true, but I 
do not believe there is anything that 
will sell goods as fast as to display them 
where people can see them; particularly 
in a store of any general character, 
where a variety of merchandise is car- 
ried, it is desirable that the gocds on 
sale bé placed where they will be seen. 

Niné people out of ten who go into 
a general store do not have in their 
minds any particular article that they 
are going to purchase. They have a 
want of some sort, and they are particu- 
larly looking to see what will fill that 
want. The proper display of goods 
will usually place before them some- 

. thing that they have not previously 
thought of. 

There are two principles of display 
which I would like toimpress upon the 
minds of all merchants. They are, 
first, that the more you dispiay your 
goods the more of them you will sell, 
and second, the better you display them 
the quicker they will sell. Nowadays 
ee do a great deal of shopping. 

hey come into your store and wander 
around and then will probably look at 
two or three pieces before they buy. 
Years ago when people came into a 
store they came in with the idea of buy- 
ing a certain article, which they would 
ask for. Now, unless they see just 
what they want they will try some other 
place. Years ago almost any kindof a 
window display or interior display 
would answer the purpose, and some- 
times no display at all was just as good, 
but to-day the store that makes the best 
window display and the best interior 
display, all other things being equal, is 
much more likely to be a popular store. 
This is true of not only large stores, but 
also the small store. Wherever there 
is any competition of any sort the store 
that makes the best display of its goods 
is going to have a little advantage over 

the other stores. It is true that goods 
displayed often get soiled, but a great 
deal of this can be avoided by proper 


handling of the displayed articles. Do 
not allow your display goods to be ex- 
hibited to the air and dust too long. 
Change your display every other day if 
necessary, so that the goods do not ac- 
cumulate dirt. The store that will al- 
low its displayed goods to stand until 
they are covered with dust is very apt 
to have a great deal of goods ruined. 
The store that takes great care to see 
that its displayed goods are covered up 
over night and changed very often will 
find that the display will not hurt as 
much as the good it does in selling 
merchandise. 
+.¢ 

A young man who isa salesman in a 
furniture store in the far West writes 
to me for advice as to what he should 
do to become a better salesman. The 
young man admits in the first place 
that he does not like selling goods, in 
fact he hates it, but he must make a 
living somehow and he guesses that be- 
ing a salesman is as good as anything. 

I want to say in the first place that I 
am very much afraid that the young 
man will never be able to make a suc- 
cess asa salesman. It is very seldom 
we find any one who makes a success 
at a business that he does not like. To 
my mind one of the principal requis- 
ites for success in any particular line is 
in enthusiasm and enjoyment over the 
work itself. Unless I felt an interest 
in being a salesman I would hunt up 
some other line of business in which I 
could find more congenial employment. 

A good salesman above all things is 
polite~under all circumstances to all 
people, at all times, but a salesman 
who does not like selling goods is very 
apt not to have the necessary patience 
to cater to the peculiarities of the cus- 
tomer. He gets fretted much quicker 
than a salesman who enjoys what he is 
doing, and the moment the salesman 
gets out of humor his likelihood of 
pleasing the customer is away below 
par. A good salesman tries to show to 
a customer that he has a friendly in- 
terest in making the sale, and appre- 
ciation of the goods and a determina- 
tion to please. He is never forward in 


his talk or actions, but tries to show 
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that he is glad to show the goods and 
is willing to do anything in his power 
to satisfy the person who is looking at 
them. A good salesman must treat 
one customer just as well as another, 
He must treat all with respect, giving 
the poorest and most cranky customer 
as polite attention as he does the richest 
and easiest to please. I don’t believe 
that asalesman who is not in sympa- 
thy with his work can one time out of 
ten carry out these requirements. 

A good salesman must be well ac- 
quainted with his merchandise and well 
acquainted with the customer’s nature, 
and well acquainted with the best means 
to bring the two things into pleasant 
relationship. To do this requires a 
great deal of study and careful thought. 
The salesman who is in love with his 
business would naturally give this 
proper study and thought. A sales- 
man who is not in love with his busi- 
ness must have a great deal of deter- 
mination in order to force himself to 
this proper study and thought. 


Many merchants neglect one of the 
very important principles of success- 
ful business, seeming to be under the 
impression that it is the public’s busi- 
ness to accept what they have to sell in 
just the way they want to sell it, rather 
than thinking, as they should do, that 
their business as merchants is to cater 
to the desires of the people and to sell 
them what they want to buy. The 
merchant can advise the public and 
educate the public until they have cor- 
rectideas and desires for the goods 
that are most satisfactory for their use, 
but he makes a very serious mistake 
when he attempts to compel his cus- 
tomers to take anything that they do 
not want. 

I recently had a very queer experi- 
ence in a shoe store on Broadway, even 
in this metropolitan city of New York, 
where good merchandise is supposed to 
be at its height. 

If there is any one thing I am cranky 
about it is my shoes. I want them 
good and loose, and I don’t care what 
size they are as long as they feel com- 
fortable on my feet. I went into the 
shoe store in question and asked for 
the size that I wear in a D width. I 
had no difficulty in selecting the style 
and price of the shoe, but when I asked 
the salesman to give me a D width he 
began to make a lengthy argument that 
a D width was not what I wanted, that 
my feet would look better in a nar- 
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rower shoe, I said to the young man : 
‘But I ama crank about my shoes, 
and I want them good and wide. I 
have always been wearing a D width 
and nothing but a D will answer, as I 
don’t care how they look as long as 
they please me.” The young man 
walked away and very soon came back 
with a pair of shoes in his hand which 
he wanted to try on my feet. I asked 
him if they were a D width, and he 
said no; he said they were a B width 
and then began his argument over 
again about the B width being what I 
ought to have, I explained to him 
again that I did not care what I ought 
to have, that the thing I wanted was 
the only thing I was willing to pay for. 
The young man abruptly told me that 
his firm did not sell shoes in that way, 
that they proposed to give their cus- 
tomers shoes that would fit, and if a 
customer did not care to buy some- 
thing that would fit they did not care 
to sell him, Of course I very quickly 
walked out and made a mental note of 
that shoe store so as not to go in there 
by mistake again. 

Now, one of two things is certain. 
If the salesman was following the in- 
structions of his employer, either the 
employer is a fool or the store did not 
have the width that I wanted and 
wasn’t honest enough to say so. It 
would have been well, however, for the 
salesman to say to me the first time 
that I ought to wear a B width instead 
of a D width, but if I had made up my 
mind that I wanted a D width and 
nothing else, it was the store’s busi- 
ness to sell me what I wanted. JZ was 
the person who was paying for the 
shoes, and if I was satisfied and knew I 
was getting shoes that were not as 
tight as they thought they ought to be, 
it was none of the merchant’s business. 
It is all very pretty theory to say that 
shoes give the best. satisfaction when 
they fit correctly, but the theory don’t 
work worth a cent when applied to my 
feet. I have been wearing shoes for a 
good many years, and being at least a 
person of average intelligence, I know 
better what I ought to have than any 
merchant can tell me. A _ store that 
follows a policy of this kind is all 
wrong; it isn’t common sense, and 
whatever isn’t common sense isn’t 
good business. As I said before, it is 
the merchant’s right and duty to give 
his customers all the information and 
all the advice for their good that he 
can, but if they think that they know 
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better and want something else, he 
ought to give it to them without argu- 
menting, if he has got it. If he hasn't 
got it, he ought to be honest enough to 
tell them so, and let that end it. 


* * 
- 


Here is a letter which reached me in 
a recent mail : 
Chas. F. Yones, New York: 

Dear Str—I have a very good article 
which I am manufacturing that I want to 

ush through advertising. I would like to 
| your advice as to how to begin to work. 
I have a very moderate amount of capital, 
but I think quite enough to begin with. 
Anything that you may tell me will be very 
much appreciated. Please don’t mention my 
name. Yours respectfully, _—, 

Cleveland, Ohio. 

My correspondent does not give me 
enough information upon which to base 
an accurate judgment, and so anything 
that I may say will be purely general. 
There are one or two principles, how- 
ever, that I think any business can ob- 
serve. Begin your work near home, 
provided your commodity is suitable 
to the local people. Grow from home 
outward. In the early stage of di- 
recting the advertising of any commod- 
ity it ought to be carefully and persist- 
ently under the immediate eye of the 
persons most interested— those who 
are personally most qualified to look 
after the matter. If you attempt to do 
something away out in the distance, 
where you can’t reach it or can not 
watch it, you are more than likely not 
to make near the success that you 
could make by keeping your business 
in closer touch with yourself. Then, 
again, do not attempt to spread over 
too much territory at once. If my 
capital were limited I would endeavor 
to cover just as small a territory as 
possible. Cleveland is a good, big 
city, and it might be well for the party 
in question to confine his efforts en- 
tirely to Cleveland. It is a big enough 
field to work up a nice business in al- 
most anything if properly handled. 
When the Cleveland territory has been 
covered, then it is time to branch out 
and take in other cities, possivly the 
whole State of Ohio. When this State 
has been covered, other cities can be 
added. Eventually, when the concern 
is strong enough to cover the country 
generally, it is very wise to branch out 
and take in everywhere. At the be- 
ginning it is much better to cultivate a 
limited field, and do it well, than to 
scatter your money over so large a ter- 
ritory where results would not be felt. 


1a national advertising, the very best 
resuits can sometimes be produced by 
repeating time after time the same ad- 
vertisement, by hammering along one 
particular thought in one particular 
way, until it becomes a household 
word. ‘The local advertiser or merchant 
is confronted with an entirely different 
proposition, The repetition of the 
same advertisement over and over again 
in his case would not have half the 
effect that is produced by having some- 
thing new and interesting in each issue. 
A retail merchant ought never to repeat 
the same matter twice. If the same 
item of merchandise or the same sale is 
continued, so that it should be adver- 
tised from day to day, different word- 
ing, different illustrating and different 
treatment should be given it in each 
announcement. The business policy 
of a retail store should be the sameas 
in daily newspapers: ever new, ever 
changing, always interesting for the 
present moment's use. The newspaper 
that publishes to-day the same news 
that it published yesterday, or the day 
before, would soon lose its prestige. A 
store that does the same thing would 
soon lose the interest of the buying 


people. 
*_% 
» 


A storekeeper in Cincinnati asked 
me how often he ought to paint the 
front of his building. He has a com- 
petitor across the way who paints the 
front of his store once every year, first 
having it biue, the next year red, and 
the next year some other color. 

The outside of your store plays an 
important part in a business. If the 
front of the store is dirty and un- 
attractive, it is rather hard to make 
people believe that the inside of the 
store is going to be any different from 
the outside. It is no doubt true about 
business houses as it is about men, that 
you can always judge a man by his 
dress, but whether this is the correct 
way of judging or not does not cut any 
figure, as the world at large will pass 
their judgment upon men and stores 
by what they see on the exterior. The 
outside of your store should give the 
public an impression that will be favor- 
able for the inside. The outside of 
your store does not have to be very 
fancy, it may be ever so plain, but it 
will pay you to keep it polished up and 
shining. A business man ought to 
paint the front of his store just as often 
as it may be necessary to keep it looke 
ing clean, wide-awake and enterprising. 
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THE SAN FRANCISCO 


CALL. 


JOHN D. SPRECKELS, 
PROPRIETOR. = = + £®@ANAGER, 
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Best Staff of Correspondents ! 
Best News Service ! 
Best Local Equipment ! 
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: The Great Family Paper. 
) Into the Homes it goes. 
¢ ‘Published every morning in the year. 
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CIRCULATION EXCEEDS 
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50,000 


DAILY. 
For sample copies, rates and further informa- 
tion, address 


DAVID ALLEN, 


Eastern Representative, 
188 World Bldg. New York. 
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READY-MADE ADVERTISEMENTS. — } 
Edited by Wolstan Dixey. 

i Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window ; 
ecards or circulars,and any other suggestions for bettering this department. : 
Poo oo. +e eeroee 
Introductions, of the merely flowery a 
or talkative sort, at the beginning of 


an advertisement are worse than use- 
less. They rob the ad of some of its 
good space; but a little argument 
which really has an idea in it is often 
worth giving, particularly if it is well 
backed up by a few facts and figures. 
While example is truly better than 
precept, both are better than either. 
They should go hand in hand. 
For Example. 


000008 90008080 
— pee Pirie tal tar ta te te te te 


a 


ed 
aretet ee. 


Sum “do.” 


We could easily advertise to 
sell you a child's suit for fifty cents, 
and we could buy one to sell you for 
that price —but you wouldn’t buy it. 
There’s the catch to so many cheap 
sounding suits. Any store can buy 

a shoddy suit and advertise to sell it 
ie almost nothing without a profit. 
That’s called advertising by some 
stores. Those suits are not adver- 
tised for the purpose of selling those 
suits; they’re advertised to get you in 
to look at them and sell you another 
suit at a profit. We want to sell all 
the goods we’ve got, and we want to 
make a little profit on every sale. 
We don’t want to sell anything at a 
loss and make it up on something 

else, for we’d get too greedy and 
never know when we had “ made it 
up.” We don’t carry any shodd 

clothes. Every article that we sell 
is sold on its merits, and sold with 
the distinct guarantee that it’s got 





i 
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to wear. If you happen to get any- 
thing stamped *‘ Nebraska” that % 
don’t wear, we'll give you new goods 5 


or the money you paid for it. We're 
selling new suits for boys and chil- 
dren with that wear guarantee in 
mind. Children’s suits $1.00 to $4.50, 
all new—any new idea you want to 
find. Boys’ suits, for boys and 
young men, long-legged pants, vest 
and sack coats, $2.50 to $7.50. 


Nebraska Clothing Co. 
| ee te ee ee ee ee ee ee 


Answer that Letter. 

Your correspondence will be at- 
tended to with more promptness if you 
keep a supply of stationery on hand. We | 
have fine Boxed Writing Paper and en- 
velopes at 10, 12, 15, 18, 20 and 25 cents 
per box. | 

C. B. TILTON, | 
LEADING STATIONERY STORE, 
3148 Frankford Ave. 





3 ORE RENTER ETERREO RNP INpERERR 


mesrazeatatatatatat 





We Frame Pictures. 











In the Spring 


The young man’s fancy lightly 
to thoughts of Shoes, for 
those winter ones are becoming too 


turns 


heavy. 


TAKE COMFORT 


by calling here and buying a pair of 
our Easy Fitting Shoes. We have 
and Gentlemen’s in 
large variety, at prices which will 
please you. And we do not forget the 
We have just what 


both Ladies’ 


children either. 
they want. 


D. WAHL’S, 
Up-to-date Shoe Store, 


Wilkinsburg, Pa, 


806 Penn Ave. - Vilkins g, P. 
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Any Business. 





WHY 


does this store uniformly ask 
less prices for choice guods ? 


BECAUSE 


we get more business that way 
—make more store friends 
more people save—and we make 
just as much as if a less number 
paid higher prices. 

We want every woman arrang- 
ing spring sewing to get sonapied 
of medium to fine new wash 
goods, 8 to 35c., and new Madras 
~ ~200 styles, 32 inches wide 
12% to sc. yard. And new 
spring Dress Goods, 25 to 45c, 
ready to send when you write 
for them. 











Furniture 
Re-upholstered. 


We’re showing furniture cov- 
erings in such assortment that 
any taste may be suited. Some 
at 55c. a yard, an excellent qual- 
ity in attractive designs. And 
then, with many qualities inter- 
vening, up to $ro.50, for the 
beautiful silk damasks. 

Notify us and we'll send care- 
ful men to look at your furniture 
that needs re-covering, and give 
estimates on the work. Such 
repairs are made in our own fac- 
tory by skillful men. You'll be 
greatly surprised to see that 
your old chairs or sofas will look 
almost as well as when new, and 
the charges will be satisfactory. 
Among the many desirable cov- 
erings we mention these few: 
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Any Business. 


| TAKING 
CHANCES 


Is what people do when they 
buy their from a firm that 
has no standing. We are the 
OLDEST and LARGEST 
HOUSE in town and have gained 
our high standing by carefully 
attending to the wants of our 
customers—always giving them 
the best goods at the lowest 
possible prices. 


ANNOUNCEMENT... 


Our store has been in the 
hands of men who have taken 
delight im noise, dict and 
confusion’ for the past two 
months. Bat at last we have 
taken on our Spring colorings 
and everything is fresh and 
clean, and we shine once 
more. 

We have an extra assort- 
ment of Easter Novelties that 
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| The Housefurnishing 





we are anxious for you to see. 
Question These are more particularly in our Children’s Depart 
Finds its most favorable solution ment The beautiful tainties for the little ones are be- 
| ° ' . : . wildering 
inour store. The satisfaction obtained yo RR 
by buying here is contagious—it has everthing pertaining to gentlemen's wear. 
spread—many new faces tell us how deep || SEE OUR WINDOWS. 





| it has “ struck in.’”’ March was a mem- || ; H 
| orable month, but April will be more so. Browning, King & Co. 
| Our grand Spring Offerings are drawing 


the crowd, getting the business, keeping a 
things lively, daily demonstrating to || ii 
FOUR AUCTIONS DAILY 


scores of new patrons that it pays to trade 
At GLENNY’S 


here. If you have a penny to spend for 
We hold auction sales daily, from 

















Furniture, whether you are rich, poor, or 
just so, don’t spend it till you have seen 
our Spring collection of household neces- 

10.30 A. M. to r P, M., and from 2. +30 
P. M. to 6 P. M., both on our Main 
street and on our Washington street 


sities. 

fluors, four auctions each day. Any 
article asked for by a customer is put 
up at auction at once, without delay, 
This will continue until all our stock 
is sold. Many choice goodsin china, 
glass, silver lamps, etc., are selling at 


WHSSSSSSSSSSSHSSSSSHSHSIGSHS 
Our Spring Overcoat 
(4 at $9 45 


has been a revelation to hun- . 
. very low prices, 
dreds of men who never believed y = 


it possible to produce a garment W. H. Glenny, Sons & Co., 


&% of such nobbiness and excellence 
for the money. ‘ 251-257 Main Street. 
x It is really a remarkable coat 


at the price. It fits and has that 
“ just right ” appearance which 

characterizes good clothes. Yet 

% it is only one of the many unus- 

ual values that prevail through- Se 


out our clothing store. Satisfactory 


It comes in Covert Cloth in 
Dental Work 
mace 


new shades of tan and brown— 

lined with silk and finished with 

French facings of the cloth and 

double stitched welt seams. : 
Mem always be obtained bt cw offices whether you merely 
have extracting done o 4 new se! of teeth mada Ow 

WO YEARS’ WRITTEN GUARANTEE, 

oes of cur best woth ot 38 and 


eee 








ro 
Sox 
WOODY 


< 





Or in plain black Thibet— 
lined with Italian cloth, sleeves 
lined with satin. 





crows and wok 3s . 
Two other coats deserve espe- 9% eas tneah o @ aaah @ ames enten 
cial attention ; one at $15.00 and gp a 
Greens at Brig Wor ( toon, 
one at $24.50--They’re also re- ) fe ee Te a) 
Pteatwnte: o: Ae oxed te Peimers Luireenag 


markable value at the price. 


Second floor—New Bldg. | NEW YORK DENTISTS, 
Ce EE fete 





SISO 



















LISS 


AMONG THE ADVERTISERS. 





Ask Centaur Company to raise its offer 

Be careful how you accept trade propositions. 

Ask casb from the Southern Teacher's Bureau 

Ask cash from the Westley Remedy Company 

The American Supply Company should be asked 
cas 

Remington Bros will ask rates for six inch Pond's 
Extract ads 

Pettengill & Company handle the Lowney Choco- 
late advertising 

Lord & Thomas, Chicago, will increase the advertis- 
ing of Kirk's Soap 

The Sidney Novelty Works, Chicago, is increasing 
its advertising space 

The Warner Nazaro Medicine Company is owned 
by Mrs. H H Warner 


| 
The Detroit Soap Company is considering plans for 


some newspaper advertising 

The Quaker Oats business is placed by the Derrick 
agency, Tribune Building. New York. 

Large new contracts are expected shortly trom A. 
Frank Richardson, Temple Court, New York 

The Battle Creek Sanitarium advertising ts in the 
hands of the Thompson Agency’s Chicago office. 

The Thompson Agency's Chicago office ts handl- 
ing the advertising of Fred F. Ingram & Co., Detroit. 

The Ayer Agency. Philadelphia, is handling some 
advertising for the Janesville ( Wis.) “School of Tel- 
egraphy “ 

The Pettengill Agency, New York and Boston, 
handles the advertising of the Jackson (Mich.),Corset 
Company 

J.F Ryan, of the Lord & Thomas agency. has 
charge of the advertising for the Chicago Wearing 
Apparel Company 

The Robinson Thermal Bath Co., Toledo. O., will 
place some advertising through the Thomson 
Agency's Chicago oftice 

Recent callers for advertising space are the Glover 
Cycle Saddle Company Jackson, Mich., Czar Manu- 
facturing Company (bicycles), Chicago. and the 
King Portable Folding Boat Company 
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Pettingill & Company, Boston, place the Lydia 
Pinkham advertisiag 

The Lord & Thumas Agency. Chicago, places the 
advertising for Pearline 

The Glover Cycle Saddle Co.. Jackson, Mich is 
placing 30me advertising 

The Monarch Bicycle Company Chicago, Il. 
sends out new advertising 

The Western Wheel Works advertising will be 
placed by the J Walter Thompson Agency 

The Clinton Manufacturing Company. Grand Rap 
ids, 1s a recent comer tn the advertising field 

The St James Co., 1183 Broadway, New York. ts 
putting our advertising tor a Morphine Cure 

Petungil!l & Company New York, will send out 
advertising for the Amencan Talcum Powder Com- 
pany 

E.N Enckson, Temple Court, New York, ts mak- 
ing contracts for the advertising of Alicock’s Porous 
Plasters 

Lord & Thoimas, Chicago, Il., are placing the busi. 
ness of the Badger Brass Manufacturing Co., Ken- 
osha, Wis. 

The French Chemical Co. is placing some adver. 
tising in daily papers through Geo. W Cornwall & 
Co., Chicago. 

The E F Draper agency Temple Court, New 
York, are said to be considering contracts for the Pim. 
Olas business. 

The Pond's Extract advertising is being resumed un 
a scale that indicates no decrease in this year's adver- 
tising appropriation 

H C. Hall, the veteran advertising agent, formerly 
of Cincinnati and now of Detroit, will handle some 
orders for Pingree & Smith s advertising 

The advertising of the Brown-Lewis Cycle Com- 
pany, Chicago, will in future be handled by the Chi- 
cago oftice of the Lord & Thomas Agency 

N.W Ayer & Son, Philadelphia, will make extra 
contracts for the adverfsing of Fairpank s C ottolene 
and Santa Claus Soap inside of thirty days. 

Arthur Ernest Kidd, claiming to represent. a drug 
house, has desk room with R R McCabe & Company, 
printers, 166 South Clinton street, Chicago Spends 
a great deal of ume in Kansas City 








THE TRUE BUSINESS MOTIVE. 
Every money-making enterprise, whether 
it be a factory, a jobbing house, a retailer’s 
store, or anything else, if it is to attain 
genuine success must be inspired by an all- 
prevailing personal desire to please patrons 
at any cost of inconvenience. This policy 
must emanate from the leading spirit of the 
enterprise, and must permeate every de- 
partment, influencing and directing the 
thoughts of the most insignificant as well as 
the most important of the employees. The 


keynote from which they all take their pitch 
must be the employer's desire to give satis- 
faction—the desire to show a deep apprecia- 
tion of public patronage. To just the extent 
that every man and woman and boy ané girl 
is influenced in word and action by this key- 
note—this motive of appreciation and thor- 
oughness to just that extent will the enter- 
prise prosper more than the concern which 
does not appreciate at its full value the 
profit-compelling power of the true business 
motive.—Chicago Dry Goods Reporter. 
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| What More Do You Want 


Than proofs of its value from 
those who use it ? 


Proofs of its chicakatbonn from 
those who investigate P 


No other evening newspaper in 
California gives such proofs. 


Reasonable rates for value 


given. 

Daily Average 1898: 
January, - - 24,944 
February, - - 25,526 
March, - - 26,806 


Guaranteed by the Advertisers Guarantee Co. 


BEST IN QUALITY 
MOST IN QUANTITY. 


Further information F. K. MISCH, 
from Potter Building, New York. 
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When the top of your 
head begins to ~~ 
rnlook like this ~ ~~ 














itis time to use ~ x» 


HALLS sexewen 


Manufactured by R:P-Hau & Co. Nashua NH. 

























THE SAME OLD BUNCO GAME, 

It appears that the managers who discarded 
the use of lithographs and the billboards, and 
in so doing worked the press for extra adver- 
tising, were simply playing a bunco game 
after a!l. Publishers were delighted with 
what appeared to be a victory for the news- 
paper over all other forms of publicity and 
accepted hundreds of dollars’ worth of pure 


advertising matter which they published 
free. They expected a substantial adver- 
tising increase from the opera houses after 
the scheme was under way, but they have 
failed to find it. The managers are ahead 
the expense of billing and have reduced the 
number of deadheads on account of litho- 
raphs, but the newspapers have no increase 
in advertising account.— Up-to-Date Ideas. 
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Sacramento Cal forma | 
SE 


A unique newspaper. 
That’s what THE BEE is, 

Here are a few of the reasons why : 

So far as known it has a larger paid circulation by 
carrier in the city of publication in proportion to pop- 
ulation than any other newspaper in all America. In 
Sacramento City it circulates one copy to every seven 
men, women and children. 

It allows of nothing confidential in its contracts 
with advertisers—any advertiser is privileged to inspect 
the contract with any other advertiser. This guarantees 
the same treatment to all. 

It originated the plan of ‘‘Subscription Block 
Books” which furnish a complete record of location of 
every house in Sacramento, the name of its occupant 
and the newspapers regularly delivered to him. These 
books are thrown open freely to advertisers and give 
absolute and undeniable proof that the BEE has the lar- 
gest circulation with all classes, rich, middle and poor. 

And in still another feature is the BEE unique. It 
gives more attention to the discussion of advertising in 
its columns than any other daily paper anywhere. It has 
educated local advertisers up to the proper use of their 
space so that they get tangible returns. This has made 
the advertising columns attractive and the public is now 
accustomed to carefully perusing BEE advertisements. 

If you want to reach the people in the center of 
the richest fruit bearing section of America put your 
advertisement in the BEE. 


Representatives, FE, Katz Advertising Agency, 
230-234 Temple Court, New York. 
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DEPARTMENT STORE 
TION. 

If the department store is to be sup- 
pressed to prevent a concentration of 
business: and promote a general aver- 
age distribution of business among a 
greater number of merchants, then no 
merchant should be allowed to sell 
more than a certain quantity of goods 
ina year, and no manufacturer should 
be allowed to have above a certain 
amount of horse-power in his engine- 
room, or to make a greater quantity of 
goods in the course of the year than a 
legislature thinks is fair and right with 
a view to other manufacturers. 

The principle of this proposed action 
needs only to be applied in other fields 
to be-at once recognized as absolutely 
indefensible. The department store is 
a comparatively new thing, and some 
people imagine that it is radically dif- 
ferent from anything that existed be- 
fore, and that it can be struck without 
striking at other interests. But what 
about the butcher who sells fish and 
the druggist who sells toilet and fancy 
goods, and the dry goods store that 
sells umbrellas, and the grocer—the 
chief mover in all the attacks on the 
department store—who sells cigars and 
wines, liquors or beers? What busi- 
ness of the community how many sorts 
of things a merchant sells, and what 
possible right has any government out- 
side of despotic Russia to interfere with 
a man’s selling ice in summer and coal 
in winter? After more than acentury 
of popular government under constitu- 
tions that are supposed to guarantee 
each individual the maximum of per- 
sonal liberty, it is astonishing that not 
a few cranks, but a great many rational 
business men, continue to resort to 
legislative bodies in pursuit of privi- 
leges and advantages, or to secure the 
imposition of restraints upon some one 
else. This pernicious meddling is 
actually increasing, and a few element- 
ary lessons in civil liberty ought to be 
taught to a nation that imagines that 
it has eliminated tyranny and favorit- 
ism and the fettering of individual 
freedom. A man has a right to sell 
anything that he has come by honestly 
if he can find people who wish to buy 
of him, unless he is trying to deal in 
dangerous or obnoxious articles.—J/V. 
Y. Fournal of Commerce. 


LEGISLA- 


Don’t suppose that persistent advertisin 
will do it all, What you do must mate 
what you say. 
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THE REACTION HAS SET IN. 


With to-day’s issue, the price of the 
Jerald is made two cents, $6 a year. 

Since October 16, 1897, the price of 
white paper has advanced 40 per cent. 
On that date the Hera/d announced 
that a newspaper such as it was and 
hoped to be could be produced and 
sold at acent. . To day the feat is an 
impossibility, it profit be considered a 
necessary element of the calculation. 

The action the Heradd and the other 
Rochester papers take to-day will also 
soon be taken by the Buffalo news- 
papers, several of which have never 
been sold for more than a cent. Sim- 
ilar action is expected on the part of 
the Chicago papers at an early date. 
Paper bills are inexorable facts ; and 
sooner or later either the white paper 
trust will be broken, or there will be 
no more penny papers anywhere. 

The Herald hopes that at the ad. 
vanced price it will be able so to please 
its many subscribers as to deserve and 


receive their continued support. The 
flerald will be more roomy, more 
newsy, more carefully edited than 


ever ; and as independent and fear‘ess 
in following the lead of t.uth. 
Rochester (VV. 7.) Herald, April 18. 

All Rochester papers have increased 
their prices from one to two cents a 
copy.—[Eb. P. I. 





CONSULTING THE SPHINX. 
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Nearly 700,000 


Agate Lines of Paid 
Advertising 
were printed in ... 


The Mailand Express 


During January, February 
and March of this year— 


To be exact, 694,134. 


This is a gain of 121,926 agate lines over 
the corresponding three months of 1897, 
about 22 per cent increase, and is in excess of 
that carried by any other evening paper in 
New York. The next paper on the list 
printed 70,658 agate lines less than THE MAIL 
AND Express, nearly 250 columns, showing a 
loss of 14,363 agate lines as compared with 
the same three months of 1897. All of which 
conclusively proves that THE Malt AND Ex- 
PREsS is the standard advertising medium in 
the evening field. Advertising in THE MaIL 
AND Express produces results. No driftwood. 
Every reader is a purchaser. Circulation 
showed an equally gratifying increase. 


The Mail and Express, 
203 Broadway, New York. 
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ONE MAN’S PLAINT. 
Jackson, Mich., April 13, 1898. 
Editor of Printers’ Ink: 

The advertising man, however capable, 
often discovers that the head of the concern 
not only lacks confidence in his business sug- 
gestions, but confronts him with advertising 
theories and prejudices that take valuable 
time to overcome—in fact, wishes to do just 
the wrong thing, and contends for it so stub- 
bornly that the advertising is more or less 
impaired by concessions. Very naturally, 
the man who provides the money desires to 
control its expenditure, and I do not wish to 
be understood that the advertising man can 
not secure excellent and oftentimes helpful 
ideas from the practical head, but he ought 
not to be forced into unnecessary controversy 
concerning methods that have been tested 
and proven partial or total failures. The ex- 
perienced advertiser proceeds on certain 
pee lines and lets the other fellow do the 

rimenting. 

‘en years ago one of the most prosperous 
patent medicine houses of this country, with 
which I had business relations, suddenly 
changed its striking and very effective meth- 
ods to the “‘ artistic’ style then coming into 
vogue. Against this S qasaed a friendly, 
but emphatic protest, on the ground that the 
old plan had been successful and, in my 
judgment, could not be improved upon, The 
reply was that the public demanded somethin 
new to attract attention to such goods, | 
the firm proposed to be early in che field to 
furnish it. Two years afterwards this med- 
icine was so little called for that announce- 
ments of it almost entirely disappeared. 

A few years since I was connected in a 
small way with one of the first bicycle facto- 
ries in the East, and became deeply interested 
as to the effectiveness of its heavy advertising 
outlay. Cycle advertisements in those days 
were commonplace and not calculated to im- 
press buyers to regard with favor any partic- 
ular wheel. I suggested to the bs wae 
manager that he use the following sentence 
to emphasize the mechanical reliability of 
his make: “ Runs like a chronometer.” 

He did not accept the suggestion, but a 
few months afterward the Sterling came out 
with its famous similar expression: “ Built 
like a watch,” 

Becoming also satisfied a little later that, 
owing to the large number of factories in 
operation, there must soon be a break in the 
price of bicycles, I urged that it was of vital 
consequence, as drawing the attention of the 
country to his wheel, that he immediately 
cause to appear in all his advertisements 
simultaneously a reduction in price. This 
was put aside as inadvisable or unneces- 
sary, and a few weeks afterward the Pope 
« ompany took the initiative and secured the 
prestige and benefits of such reduction. 

I give these illustrations as indicating the 
difficulties with which advertising men have 
to contend in addition to their studious and 
exacting labor. Even with unlimited sup- 
port and confidence he encounters obstacles 
and is brought up by unexpected turns that 
do not at any period of his existence permit 
of his becoming reckless or over-conceited. 

. CARLTON, 





+e 
IN NEW ORLEANS. 
Kosciusko, Miss., April 15, 1898. 
Editor of Printers’ Ink: 

In New Orleans recently I asked several 
newsboys which of the New Orleans papers 
they | a ~ most of, and every one of them said 
the “ ” (Picayune). E. K. ANDERSON. 
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LOUISVILLE CURIOSITIES. 
Barpstown, Nelson County, Ky., 
April 10, 1898. f 
Editor of Printers’ INK: 
I inclose some specimens of Kentucky ads 
which, I think, are out of the ordinary. 


LOosT, 
LOST- -You ll have something left for the flowing 


bow 

If you ‘i use Eclipse Pittsbu: 25. 
d . Fourth yy ‘Tel. 918. 

WANTED-—Said the ground hog to the sightless ss 

mol ie, 
lsaw my ’ shadow in the . aed of Eclipse coal—$2.25 

Fourth and Market. Tel. 918. 
PERSONAL. 


toe city officials, in Committee of the Whole, 
Decided to use Eclipse fourth- t 
rket. Tel. 918. 


Fourth and 
Ww = Don’t think of reaching this life’s 


Without first using Eclipse coal—$2.25 
Fo urth and Market. Tel. 918, 
The light went out and a kiss he stole 
By the fire light of Eclipse coal — $2.25. 
Fourth and Market. Tel. 918. 
They are from acoal firm in Louisville, Ky., ws 
scattered promiscuously through the Louis- 
ville Courter-Fourna/ ** wart” columns. 
W. W. Hinps. 


THE FIRST RELIGIOUS NEWSPAPER. 
Office of ““CurisTIAN OBSERVER,’’ } 
Established 1813. 
Converse & Co. (incorporated), } 
Publishers. Office, 512 Third St. | 
LoutsviL_z, Ky., April 12, 1898. J 
Editor of Printers’ Inx: 

Your correspondent, Mr. Chas, N. Kent, 
in your issue of April 6th, who referred to 
the Boston Recorder (now the Congregation- 
alist) or the VW eekly Recorder (subsequently 
merged into the Presbyterian Banner) as 
the oldest religious newspaper, was un- 
acquainted with the facts. Dr. John Andrews, 
the founder of the Week/y Aecorder, concedes 
that the idea was not original with himself, 
but that the Aeligious Kemembrancer had 
been started several months earlier. The 
Religious Remembrancer (now the Christian 
Observer) has been regularly and uninter- 
ruptedly published to the presenttime. The 
fact can Be verified by reference to the files 
of the several papers in the Presbyterian 
Historical Library in Philadelphia. The 
fact will doubtless be of interest to many 
newspaper men. Yours very truly 

‘. B. Convensz. 


























pa oS 
MR. ARCHER IS ERRATIC, 
Cincinnatl, O., April 18, 1898. 
Editor of PRINTERS’ INK: 

We have noticed from time to time in your 
esteemed publication signed interviews from 
Mr. Addison Archer, and would state that 
during his stay here he contracted with us to 
publish the interviews he had with the relig- 
lous papers in this city, agreeing to turn over 
the contracts to us for our protection. This 
he has never done, but has retained all mon- 
eys collected for his own use. We have here 
now the greater portion of the interviews 
that were printed for him and would be glad 
to receive his address from you, as you are 
probably aware of his movements. 

EARHART & RICHARDSON, 
ae nal 


IN EAU CLAIRE. 
Eau Crarre, Wis., April 12, 1898. 
Editor of Prixters’ Inx: 
A shoe store has been giving away egg 
cases to its country customers, Cc. D. 
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Minneapolis Journal 


GOES INTO THE HOMES. 


It is a Clean Newspaper. 


It gives all the news, yet the matter is carefully edited. Jt 
has the best Women’s ‘Page. It is conducting a School 
of ‘Business, which is in charge of the leading expert ac- 
countant of the Northwest. 


It Issues with Its Saturday 
Paper a Journal Junior 


supplement of four pages devoted entirely to the school 
children of the Northwest, giving prizes for best essays or 
descriptive items, Over 500 MSS, are received weekly, 


Its Commercial Page is 
Indorsed by the 


leading wheat men as the best in the Northwest. On 
Thursdays it has two pages of commercial news. The only 
daily in this field that attempts it. 


Its Woman’s Page, Sport Page, 
WHIST, CHESS and CHECKER columns are the best. 


Virtually Its Entire Circulation of Over 44,000 Goes Direct to 
the Homes at the time they are at leisure to read it. 


These are some of the reasons why it carried 66 per cent more ad- 
vertising than any other Minneapolis daily and 13 per cent more 
advertising than any daily and Sunday paper in Minneapolis com- 
bined in January, and why its paid circulation for the month of 
March was 44,373. 
For Rates, etc., Address 
R. A. CRAIG, 


IN CHARGE OF FOREIGN ADVERTISING, 


41 Times Bldg., New York. 87 WasuincTon St., Cuicaco, ILL. 














28 


A COMMON ENOUGH EXPERIENCE, 
New York, April 15, 1898. 
L-ditor of PRinTERS’ INK: 

Advertising solicitors sometimes are told by 
advertisers that they can not sell their goods 
in certain localities in quantities to justify ad- 
vertising in the papers of that city or locality. 
I had a practical illustration of this once, and 
the investigation made later threw some 
light upon the question. It came about in 
this way: Mr. Rose, who was at that time 
connected with the H-O Company, was not 
disposed to renew his annual contract in the 
Oil City Verrick, which I represented, on 
the ground that they had not sold during 
the previous year over two or three cases of 
H-O to the wholesale dealer in Oil City. 
He thought their goods were too high-priced 
for that trade, pb px the amount ‘sold was 
small, it did not pay them to advertise there. 
Some "weeks following this conversation I was 
in Oil City, and in talking with the Derrick’s 
local advertising man I told him why I had 
not secured a renewal of the H-O contract, 
and that I would like to interview some of 
the dealers on the subject, and together we 
called upon quite a number of the best retail 
stores, and with one exception we found H-O 
on sale, and in nearly every instance the 
dealer said that H-O was his best seller. I 
inquired where they bought their groceries, 
and was told that they bought some in Buf- 
falo, but more largely trom Cleveland, and of 
course bought their H-O where they bought 
their regular stock. The grocers said their 
H-O trade had grown up during the time 
the goods were advertised. One dealer 
showed me his invoices, and it was very 
evident from the frequent orders of H-O that 
he had not overstated the case as to the 
amount of his trade on this particular goods. 
It is a weli-known fact that salesmen from 
New York City and other large centers have 
an established trade in very many of the 
smaller jobbing centers, and that they supply 
a demand created by the local papers, which 
some advertisers do not give them credit for, 
inasmuch as the sales-book does not show 
that they have actually sold the goods ina 
particular town. Some large advertisers ap- 
preciate this fact, but others apparently iiave 
this truth yet to learn, It is apparent there- 
fore that because the manufacturer has not 
directly sold a large quantity of his product 
in many of the smaller jobbing towns, it is no 
evidence that there has not been an actual 
consumption of the article there, as the trade 
may have been supplied from New York City 
or other large jobbing centers. 

W. E. Scorr. 








CAN'T 
Office of LeCrone & MECHLER, y 
Publishers ** ErrinGHAM Democ: art.” | 
Book and Job Printers. Legal Blanks } 
and Stationers. 
ErrinGuaM, IIL, 
Editor of Printers’ INK: : 
Mr. Mechler, business manager of the 
Democrat, is going to take a vacation of a 
couple of menths and * rough it ”’ on a cattle 
ranch in Texas. While absent he will drop 
all business cares with the exception of read- 
ing Printers’ Ink, and will consider it a 
favor if you will change the address of the 
copy that now comes to us in the name of 
LeCrone & Mechler to Panhandle, Texas. 
Very truly yours, 
LeCrone & Micuier, 
By Geo. V. Mechler, 


| 
April 12, 1898. J 


Business Manager. 


‘Press says that in Paris to-day more 1! 
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Tue uniforms of the English army are 
protected by law from adaptation by adver- 
tisers. 

Tue Paris correspondent of the New York 
an 
200 artists are engaged in turning out posters 
for advertising use. 

In the window of a clothing store in this 
city there is this sign: ** $2.50 pants Marked 
Down from $8 Trousers.’’—-Albany (N. Y.) 
Evening Fourna. 

It is said that the Royal Baking Powter 
Company pays $40,000 for the use for three 
and a half years of the risers of steps of ele- 
vated roads in New York City. 

Tue Minneapolis Pourna/ guarantees re- 
sults from advertisements placed in its want 
columns, provided the announcement is | re- 
pared in a way that is calculated, in its opin- 
lon, to produce the effect desired. 

TALKING of a cure forthe department store 
evil, the Grocery World (Phila.) says: Our 
suggestion is to heavily fine every man, 
woman and child who buysacent’s worth of 
the big stores. Let the fine be $1,000 for the 
first offense and $10,000 for the second. If 
there is any third offense, let the offender be 
put to death. There is no doubt whatever 
that this would succeed. 

One of the latest novelties in envelopes is 
about to be put on the market in this city, 
The new envelope consists of a very fine wire 
extending along the inside of the bottom of 
the envelope and running out about one-half 
inch from each end lying along the outside, 
When opening a sealed envelope the wire can 
be pulled in either direction toward the op- 
posite side, cutting the paper as nicely as if 
done with a knife.—7he Manufacturer. 

Iris stated that ‘*Perry Mason & Co.,’’pub- 
lishers of Youth's c ‘om panion, realize enough 
profit from their ** premium department ' ’ to 
pay every item of expense connected with the 
publication of the paper, leaving the sub- 
scription and advertising receipts clear profit, 
It may be of interest to know that there is 
not and never has been a man named Perry 
Mason connected with the Fouth’s Com- 
panion, the name being a fictitious one.— 
Michigan Bulletin. 

site 4 
ONE VIEW OF IT. 

What is the secret of success in advertis- 
ing? 

Getting the public to read your advertise- 
ment. 

How can you induce the public to read 
your advertisements ? 

By placing them where the public will see 
them. 

Where is the public most likely to see your 
advertisements ? 

On the billboards. 

Why on the billboards ? 

Because the billboards are in places fre- 
quente d by the public, and therefore always 
before it 

What is the essential feature of a biilboard 
advertisement ? 

Attractiveness. 

Why attractiveness ? 

Because an unattractive advertisement is 
apt to be overlooke 

What next ? 

Simplicity. 

Why simplicity ? 

sec ause an advertise ment that cont: 1ins too 
much is confusing, and does not create a clear 
impression on those who see it.— Disp/ay Ad- 

vertising, Chicago, 1 l. 
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At the present moment Printers’ INK 
is in want of some genuine testimonials 
that shall blazon forth the Little School- 
master’s transcendent merits — not ful- 
some flattery, but earnest, genuine praise 
from honest admirers. Testimonials are 
invited in this open way, because the Little 
Schoolmaster wants everybody to know 
that just now he is 
aching to be puff- 
ed. He invites 
his pupils to com- 
pose testimonials 
with care, write 
them out hand- 
somely in a bold 
hand that will 
stand a photo- 
gre aphic r produc- 
tion, and then just 
send them in. 
Testimonials that 
do not appear to 
be written in good 
faith will go into 
the waste basket. 
Suc h as seem gen- 
uine, but are bad- 
ly written an 
poorly expressed, 
will be preserved 
with loving care, 
but not used. Such 
as are well written 
and genuine, and 


SOME PRINTERS’ INK TESTIMON IALS. | 


MODEST MERIT MODESTLY MENTIONED. 


be engraved the golden words in which the 
testimonial was expressed, and on the 
other the name of the writer, the date, and 
some account of the object of the cup and 
the affectionate regard in which the suc- 
cessful pupil is and ever shall be held by 
his loving teacher. You who admire the 
Little Schoolmaster and his plain, straight- 
forward but mod- 
est ways, Can not 
do better than just 
to write a letter 
and give expres- 
sion to your feel- 
ings. That letter 
may bring the 
Loving C = Let 
it be addressed to 
PRINTERS’ Inx, 
the Little School- 
master in the Art 
of Advertising, 
New York.—/rom 
PRINTERS’ INK, 
December 8, 1897. 

The award of 
cupand spoons will 
be announced in 
the Jubilee num- 
ber of Printers’ 
Ink, issue of July 
6th. Thenthe 
Little Schoolmast- 
er will be ten years 
old. There re- 
mains ample time 





expressed wit 
judgment, will be 


in which to write 











reproduced for ad- 
vertising purposes 
or copied and com- 





down confession 
of admiration for 
modest merit. Tell 





mented upon in 


the best dozen 

testimonials a sterling Souvenir PRINTERS’ 

Ink Spoon will be duly sent, one to each 

of the dozen writers, and to the writer of 

the testimonial that is the best, the best 

expressed, the honestest and the most gen- 
uine, there will be sent a solid silver Lov- 
ing Cup, upon one ae of which there shall 





these pages. For PRINTERS’ INK LOVING CUP. 


what you admire 
in Printers’ INK, 
and how it has 
helped you. If youdo not secure the cup 
or even a spoon you will at least have a 
chance to show that good-natured ap- 
preciation of modesty and merit that goes 
so far to endear one to one’s friends, and 
to make life worth living.—From Print- 








’Twas in November, 1895, I first heard of 
Printers’ Ink. Mr. Acutt, representing 
Messrs. Parke, Davis & Co. . of Detroit, 
placed in my hands a copy of 7he Bul. 
letin of Pharmacy, for July, 1895. On 
page 306 Printers’ INK was mentioned. I 
sent fora sample copy. I received it (No. 
rr, vol. xiv). It quite astonished me. I read 
it and re-read it ; read it page by page to my 
better half and then read it again. Up to 
that time I had no idea such aclass of journal 

was in existence. I subscribed shortly after. 
That samp'e copy has much more than paid 
my five years’ subscription. I learned more 
from it than I had learned during my 26 vears 
of life. Each copy teaches me something 
about advertising I had not known before. 
Each copy impresses upon me more forcibly 
the value of ‘printers’ ink.’’ Each copy 
impresses upon me more forcibly the wise- 
ness of being thoroughly honest with each 
and every customer, be they ragged or black- 
clothed. Because of the teachings of Print- 
ERS’ INK I bought an old-established busi- 
ness and doubled its cash-takings within five 
morths, Printers’ Ink has taught me that 


ERS’ INK, éssue of March 23, 1898. 
vevvy vevew 
every action can be either a good or a bad 
advertisement. Result, 1 get many a good 
advertisement where I would have had a 
bad. I receive five trade journals and two 
advertising journals. Of the whole PrinTERs’ 
Ink is read most carefully, most thoroughly. 
Nota page is missed. Printers’ INK is my 
week-day Bible. Your loving pupil, 
Geo. W. Hean, Chemist. 
East Bett, CuristcHurcn, New Zealand, 
March 16, 1898. 


I want that Loving Cup of yours. I mod- 
estly mention my modest merit because I 
have not yet seen any of the testimonials sent 
you such a credit to the Little Schoolmaster 
as I ought, and am trying, to write. 

The paper was brought before my notice 
by the manner in which Messrs. Sutcliffe & 
Stevenson of the Canadian Advertising 
Agency of Toronto boasted about it when 
they were over at their offices in this build 
ing. I borrowed one “to see if there was 
anything init.” I afterwards joined a friend 
in having copies regularly. We soon dis- 
agreed as to which of us was to have the 
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copies when read. Now we each have our 
own. 

I give two illustrations of its value to 
me. I wrote an advertisement for the 
“Friendly Societies’ Recorder’ to go in a 
monthly magazine. The copy was returned 
with a letter which read, ‘Is not this adver- 
tisement somewhat novel? I wish you could 
alter it a little.” A fine illustration of Old 
Style English faced with New Style Ameri- 
can. 

But what shall be said of the next ? 

I designed matter for printing on the front 
of an envelope for the same paper. The 

ostmaster-general stopped that envelope ! 
fet thousands of envelopes go through the 
post every day with four or five times as 
much matter on. He sent a special messen- 
ger to the office to say, “‘it must,be stopped. 
It interfered with the work of the depart- 
ment, the men wouldstop to read it.” 

If I am balked again I shall want a cup 
for each advertisement so returned. Yours 
truly, ALLEN Bonp. 

Lonpon, March 23, 7898. 


Offices of } 
BLOOMINGDALE Bros. | 
Third Ave., soth and 6oth Sts. f 
Advertising Dept. 
New York, April 11, 1898. J 
Editor of Printers’ INK: 

“The Little Schoolmaster” Ra ys a wel- 
come weekly visit to this desk. When he is 
not engaged in actual consultations, he looks 
out from his pigeon-hole home at the stream 
of advertising that floats newspaperwards 
across his vision, and a little stretch of the 
imagination sees him smiling benignantly or 
frowning fearfully at the goodness or badness 
of the work that flows from this advertising 


n. 

Pe When “ The Little Schoolmaster”’ was a 
youth, and his class not so large as it now is, 
e used to visit me in Boston, where his 

voice, so full of wisdom, put many a helpful 

hint in my direction. 

While preparing and handling advertising 
in the West I appreciated the visit of the 
Little Schoolmaster, who was then growing 
vigorous with age. I noted his circulation 
among the advertisers of Omaha and Denver 
and knew how warmly he was appreciated by 
those who wished the outlay on tains the best 
returns. 

For the past two and a half years I have 
been giving the greater part of my time tqthe 
advertising of ‘*‘ Greater New York’s Great- 
est Store,’’ which has reduced as near as pos- 
sible to an exact science the keeping the big 
ball of business rolling and giving employ- 
ment twelve months in the year to twenty- 
seven hundred employees through the power 
of publicity. With but two or three excep- 
tions, Bloomingdale Bros. spend more money 
for advertising than any other retail concern 
in the world. The counsels of the Little 
Schoolmaster are eagerly listened to here 
and his ideas are in many instances put in 
practical operation. 

The Little Schoolmaster, now a man, as 
are also many of his pupils, has passed the 

eriod of advertising infancy and, to give 
tee his due, should be called the Big School- 
master. His weekly visit to this office will 
be always appreciated by 

J. Ancus MacDona_cp. 


I have been a constant reader of PRINTERS’ 
Ink for the last three or four years, and read 
it with a great deal of pleasure and profit. I 
think it gives a business man more for his 
money than any periodical I know of. It 





has often saved me the price of my subscrip. 
tion. I cake about a dozen trade papers, and 
if I were compelled to drop any from the list, 
Printers’ Ink would be the last one to go if 
it were double the price. I think you are en- 
titled to all the praise you get. If a man is 
doing any good work, it is right that people 
should praise him. Deserved praise does not 
hurt anybody. If we were all more thought- 
ful, and speak our kind words and distribute 
our bouquets while our friends were living, 
we would all be happier and feel the better for 
it. It gives me great pleasure to throw this 
bouquet at you. It may not be as well ex 
— as some, but I mean what I say. 
fishing you many happy returns of the 
birthday you expect to celebrate, and hoping 
your shadow may never grow less, 1 am, 
yours respectfully, L. D. CRAIGHEAD, 
Advg. Mgr. Craighead & Co. 
Wooster, O., March 28, 1898. 


It would be impossible for me to read 
Printers’ Ink any more thoroughly than1 
always have. It was really Printers’ Inx 
that led me into the advertising business as a 
life work. 1 sold a lot of land and took pay 
in advertising space in a newspaper, and the 
experience that came from that deal and the 
knowledge I gained from Printers’ INK has 
really been my stock in trade—that is, has 
enabled me to cope with the advertiser. I 
read Printers’ Ink from the first P to the 
last period, and my wife says that PrinTERs’ 
InK is my Bible. Jutius MATHEws, 

Representing the New Haven (Conn.) Reg- 
zster and numerous Maine newspapers. 

430 Tremont Building, Boston, Mass., April 
6, 1898. 


In a recent issue of your publication you 
ask for an expression as to the merit of the 
publication, now so familiar to all classes of 
advertising patrons, under the name of “* The 
Little Schoolmaster.”” I will briefly express 
my sentiment in this respect. PRINTERs’ 
Ink is to me what the sun is to day, the moon 
to night, the Bible to the world, or Webster’s 
unabridged dictionary to the English speak- 
ing people. It isa condensed encyclopedia, 
giving warmth, brilliancy, sacredness and in- 
tellectuality to a class of people whose duty 
it is to clothe commonplace facts in garments 
to attract. Truly the incognomen “ Little 
Schoolmaster ”’ is richly deserved. It is an 
educator of the purest and highest rank. 

E. B. Storrs. 

Topeka, Kan., March 26, 1898. 

PrinTERS’ INK is my Bible of business and 
the Little Schoolmaster my teacher. By a 
close study and a practical application of 
their lessons I am able to command a perma- 
nent position, with a good salary, and enjoy 
the confidence of every business man in Long 
Branch. By applying these lessons the pa- 
per which pe. «m4 me has raised its rates 
twice in twelve months and tripled its adver- 
tising during 1897. Better advertising, better 
business and an enlightened ad man have 
been one result of Printers’ [Nk’s existence. 
To me it is indispensable. 

Haroip E, DENEGAR, 
The Recor d’s Ad Man. 
Lone Brancu, N. J., March 26, 1898. 


I have known and read the Little School- 
master off and on for the past seven or eight 
years and can say that I have many times 
found inspiration and encouragement in its 
teachings, not only as regards advertising 
but in the ordinary conduct of business. 

3. C. Watson. 

PHILADELPHIA, Pa,., March 17, 1898. 
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Medical Journals. 


Their views on the ethics of advertising 


a proprietary medicine. 


In the quarterly issue of the American Newspaper Directory for March, 
1898, a circulation rating of exceeding an average issue of 1,000 copies is 
accorded to one hundred and nineteen medical periodicals, most of them being 
issued monthly. 

These periodicals depend upon advertisements for a portion of their in- 
come, but as their readers are supposed to be almost exclusively medical men 
and as physicians are known to deprecate advertising and are given to criticis- 
ing the announcements that appear in the pages of their own periodicals, it 
often becomes a question as to what will be the attitude of a particular medi- 
cal journal toward a specified advertisement. Willit be accepted? Will it be 
declined? And why? 

On the following pages are set forth the result of an investigation made in 
the interest of an advertiser. The report is preceded by a list of the medical 
iournals applied to, together with their circulation ratings, 


List of the Papers. 


MEDICINE AND SURGERY. 
CALIFORNIA. 


Sacramento, Occidental Medical Times, MONCHIY.........cccccccccccccccccccscccece coscecce I 
San Francisco, Pacific Record of Medicine and Surgery, monthly..............-.s.s.s00 5,500 
CONNECTICUT. 
ee ey a rT PE cas. acca cenaseccensibacssncebbateseduewabesees aeoen H 
DISTRICT OF COLUMBIA. 
Washington, National Medical Review, monthly...........ccccccsscqccceccccscccccccsecoees I 
GEORGIA. 
SE, TEAGRMIRS OF TROAISIMS, MROMENIT......0.00000 sce ccvescccceces, cosceccvecceseveessoosce I 
MEDICAL AND SURGICAL JOURNAL, monthly ....... .....ccccecceeee oe 


Southern Medical Record, monthly.................+.eseeeees 
Savannah, Georgia Journal of Medicine and Surgery, monthly 













ILLINOIS. 

Chicago, Journalof the American Medical Association, weekly................-0.0000-00+ 8,496 

eh ENC. 6, coc clasesehenates ancheesnocsse aieacseeemarareumnnnt H 

i Cr, SN, cccvcctpne biccode Sevcebuseeddudgecesvipusonecssaqontes 24,433 

Clinique monthly... .... pontdsdonasee ces ¢ d0ESS Soeencconeeoecasbheteeneepooeet 1,741 

oa aaa ok ot sabeahpeceeneuseeeenwanseeoneeseeeeae I 
Hypnotic Magazine, monthly...... ..cccccccsecsecccccccoces 


Journal of Diagnosis and Climatology, monthly 
BeBe ABVEMSS, MOM oc osc iccicccccosescccsscccoscccccceccs 
Medical Era, monthly.... 


Medical Standard, monthly...... ° 
I 4:5. ccc cusceabeceseaieeetedeeblegeancess sepbebseeiecades I 
ED IS SIN cc csanguncdsecccesseapethateteebeusude sbboeapersnessiecdebe 2,066 
North Amertoan Practitioner, MONtHhY, .........ccccccccccccccsccccccscccccccccces H 
Electro-Homosopatische Zeitschrift, bi-monthly...............0.esceceeeeceeeeeee G 
INDIANA. 
Fort Wayne, MEDICAL JOURNAL MAGAZINE, monthly..... ... .......eeeeeeeeeeeers ne I 


Indianapolis, Medical Free Press, monthly............secccccccccccccsccceccceccssccccccesees 4,100 
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re a nce eh oben pedeewosdsbeoteqneosneossert cove 5 - 
Terre Haute, Journal of Materia Medica, monthly........... 2. .....ceeee ceeeeeeeeseeces 
IOWA. 
Des Moines, IOWA MEDICAL JOURNAL, monthly..........0...ccsccccccccccccecccverceess 2,000 
KENTUCKY. . 
Louisville, Medical Monthly... .......-seeceeeeee ae ee OEE ee oe eee. ae ee 7 
EE EVO OGE, MEO odavcwecedusececcchp esi soeseccoeve Capeseseassocccosccss 5,00) 
Matthew’s Quarterly Journal of Rectal Diseases...............0.++++0+ 
MASSACHUSETTS. 
Boston, MASSACHUSETTS MEDICAL JOURNAL, monthly........ ...0. cecesceeeseeeeees 7,31 
MICHIGAN. 
a ee IIE boo cwrccccdccceccnescctoecdesvoncescsesocesoeccs H 
ee IE 5 0 on. ccgcesecbesve «esceseetescessueeehs <.06-000 G 
Detroit, Medical Age, semi-monthly H 
i Pi chcshatndibiegeneseiidsbOhe sweeties Sescttsrdesesebiees ebiincecoss H 
cc cseliccecageeee sanseeeeen G0b0 46esbnee~ I 
Leonard's Illustrated Medical Journal, quarterly..... 22... ....0.0ccecaeeeeeeces . 10,000 
MINNESOTA. 
Minneapolis, Northwestern Medical Journal, monthly...............60.2. ceeeeees an A 
MISSOURI. ‘ 
Beamans Gitg, Metical BaBas, MOM. <.icccsiccs coscceedseces cccscsece-e secesesecoscecoces 3,268 
North American Medical Review, monthly........... ..csecee cccccccccecs. + 5yi00 
St. Joseph, Medical Herald, monthly oa -.-. 6,890 
Ry I, MO cans cobovededcnncersesecccnses secsseneccecepoonsesecse.s . F 
os aetna et penennesdne , eas eneeleavetednoede 7,892 
American Journal of Surgery and Gynzcology, monthly ob) ae 
LARYNGOSCOPE, monthly 2,000 
MEDICAL AND SURGICAL JOURNAL, monthly.........-.00. csseeeeees el 
Ne SE, IE sa sccccenesssccscescccseecvesocves Cicdiadandaawedy Seinen wen Cc 
a cccpnuacccoscctovedsstecebbaneoedss60eesstednsdetisebese ct 7,500 
Medical Mirror, monthly.......... .. 10,000 
De Bees TSEISe TOCA, GHOMG oc co cicccccccccccescccccccccccccccs one 
American Journal of Dermatology, quarterly +“ a 26,000) 
BS BOE, II coc c ence ccccccesoscccccccscncccccoocscccocesvoessesooccece B 
Albany, MEDICAL ANNALS, monthly........ I 
a ee Ee, IIE oo cee cnnnvcswedovesccccccceussesccccss Sesecsecedecosovese H 
ee nn, es es SE os icccccveccdscevecsteccecscesemscteedoescoessceoess 12,171 
Medical News, weekly ..... — ooo ae 
Medical Record, weekly,...........ssseeeseees - F 
AMERICAN HOM(CZOPATHIST, semi-monthly...... o6 an 
American Medico-Surgical Bulletin, semi-monthly.............cccceeceeeeseeee E 
kaa ccpcanesieeeegewbbthd: Cod oubceesseeuscens ods 5,312 
American Gynecological and Obstetrical Journal, montuly.................. G 
American Journal of Obstetrics, monthly ............cccsccccccccccccccccccccees H 
American Therapist, monthly : I 
I De ooo. sce cccsccecnseccvevcsensescesccccsseccsececs 5,458 
Fe cnn ccoccescccessenbeseetucerersooreceseneddpensieccese 10,50 
Gaceta-Medico Farmaceutica, monthly....... oo Te 
: GAILLARD’S MEDICAL JOURNAL, monthly. H 
International Journal of Surgery, monthly..... C 
JOURNAL OF CUrFANEOUS AND GENITO-URINARY DISEASES, monthly _H 
Journal of Electro Therapeutics, MONtLY........ccccres sev ccccccovcesecees H 
Journal of Nervous and Mental Diseases, monthly........... . &F 
Lancet, monthly........... oe Te 
Medical Examiner, monthly.......... .. 6,04 


Medical Review of Reviews, MONthDLY............ccccccesceccccccccccssccccccseces 2 
ee I Se  cosiececsnasscssocccceyevecesconscepreccsntossimnreesoesoose 

MODERN MEDICAL SCIENCE, monthly 
Nursing World, monthly... 


Polyclinic, monthly.............+.+ 
es I SII. cc cc aicccssonenewemmensévseduseetroueeseasdeees Cc 
ES ins, re ti ecakwesenensesehnnierd aN tOsCSeeh advo ees H 
Homeopathic Journal of Obstetrics, Gynacology and Peedology, bi-m'nthly H 
Bulletin of the Pasteur Institute, quarterly............ccseceececceceeeeseeeeers 25,100 
Medico Legal Journal, GUATtOTIY...6.00.cccccccccscccvccscocccccccccsoccsccesegecs 2,000 
NORTH CAROLINA. 
a, TE FI, TE icc nk seine ein 00 s0 ccc se sersncdevsndateniowcceccvess 4,700 


Wilmington, NORTH CAROLINA MEDICAL JOURNAL, monthly...... eccrccccccsscers I 
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Cincinnati, Lancet-Clinic, weekly................+ jedinotenoiente eebeseonses spepesebaecnes 35 
ELECTRIC MEDICAL JOURNAL, monthly.. 















Medical Gleaner, monthly...... 
Ohio Medical Journal, monthly.. H 
Cleveland, Journal of Medicine, monthly.........cccccscceses.ees 2,546 
Medical Gazette, monthly................. pebeieees: ane 1,317 
Toledo, American Medical Compend, monthly..... cay. Midecehaa: methane 4,630 
Medical and Surgical Reporter, monthly.......... Cvvccccccccscccccccecocsccossoess Ga 
OREGON. 
Portland, Medical Sentinel, Monthly.............cccececcseccecccecsescccecccees evccercee seve 2,250 
PENNSYLVANIA. 

Philadelphia, MEDICAL AND SURGICAL REPORTER, weekly................cceeeseeee I 
ey a <dchecenshuvintbcccnseccccesensecsséconcccteececesscnsett H 
Medical Times and Register, semi-monthly.................sceceeeeeeceseess 10,500 
AMERICAN JOURNAL OF THE MEDICAL SCIENCES, monthly......... H 
Dunglison’s College and Clin. Record, monthly..............0024 ceseeeceeee I 
HAHNEMANNIAN MONTHLY.............. Sdike en cannetebeonienenines sege0 I 
Journal of Comparative Medicine and Veterinary Archives, monthly... I 
BR SII... cine: santesucncncecebuneh siGbstienewsele wecbebad G 
MEDICAL COUNCIL, Monthly... ..cccccccccccccccccccdcccccece Sees pebioade 16,564 
Medical Summary, monthly.... .. pene oe oo ‘Seeneusioesncsoks ébadeeseesises. 0% 10,000 
ORE: WOE, BARNET 60 vc ccccccssccesscceveccooes. ce weseee: cocsvcsioes 25,979 
Retrospect of Medicine and Pharmacy, monthly..................sceeeseeee F 
Therapeutic Gazette, monthly............ ...-scceceeceseees enececevensecece H 
i ey I, CN,  ccnccnscccncccsanctes ccevesececéensess 10,062 

UNIVERSITY MEDICAL MAGAZINE, monthly............seseceeeceees eoce 
Pittsburg, PENNSYLVANIA MEDICAL JOURNAL, monthly................0. cee seecece ° I 

TENNESSEE. 
Memphis, Medical Monthly... ....... SeceUSKosecEnsesdcévscesesoqnes. § ceovesssnas cece veccvce “ H 
Nashville, Southern Practitioner, monthly.... ........e.05 «+ G80 Scvcccesoceresoncsasososso G 
TEXAS. 
Austin, Texas Medical Journal, monthly......... SeecSedares SoLvEsoreseéeeseEoueDe ccovessoss EEE 
ee Ge I, ME ccd cccdcccsssscecsesseceesusoensiaddssnesabaes obeed - 1,011 
Dallas, Texas Courier Record of Medicine, monthly... .............+++ Coeccccccccs cocceeee I 
Houston, Southwestern Medical Reoord, MOnthly.........cscccccccccvccccccsscccsececece os 2,000 
VIRGINIA, 
Richmond, Virginia Medical Semi-Monthly..... é G 
MEDICAL REGISTER, monthly.... I 
WISCONSIN. 
Milwaukee, Medical Journal, monthly...............00seeeeeeeeees jottinensstavcdduadaidiil I 
. ONTARIO, CAN. 

Toronto, Canadian Practitioner, monthly Str eteses cospess osese I 





The papers set in Roman lower case did not respond to the inquiry ad- 
dressed to them, and may therefore be supposed to object to the advertisement 
of to suffer from some lack of system in the counting-room or commercial end 
of the publication office. 

A medical practitioner gave to the family horse the name of Rhubarb. 
It was because, he said, his movements were so very slow. 

On the same theory, the publishers of medical journals might be simi- 
‘larly denominated. For three weeks after the dispatch of the letter of in- 
quiry answers were coming in at about the same rate as during the first week, 
and it is estimated that the entire lot will hardly have time to respond before 
Autumn. On the list above, papers named in capitals decline the advertise- 
ment ; those in italic will accept it, while those in roman lower case have still 
to declare their position. 


COPY OF THE LETTER OF INQUIRY. 
New York, March 31, 1898. 
_ Dear Six—The Ripans Chemical Company is considering the advisability of advertis- 
-ingin your paper. Kindly advise us upon the following points : 
First—Wil] you insert the inclosed advertisement as written? 
Seconp—If it is not acceptable in its present form, what changes do you require? 
Tuirp—What is your price for one insertion in space of copy, or in space of a full page ? 
Fourtx—What is your price for inserting the same one year, every issue, copy to be 
changed at will, but always subject to your approval ? 
Please state whether your figures are subject to the usual agent’s commission. 
Very respectfully, Tue Geo. P. RoweLtt ADVERTISING Co. 
P. S.—What is the size of a page? How many columns to a page? 
An answer on this sheet would serve every purpose. 
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COPY OF THE SUGGESTED ADVERTISEMENT. 
R-I-P-A-N:S 

When an advertiser succeeds in applying the protection of a trade-mark toa 
perfected form of an article in universal use he occupics an ideal position. 

This is what has been accomplished by the trade-mark name Kipans Tabules. 

That Tabule means the same as tablet no one needs a moment to discern ; and 
that R.I.P.A.N.S. are the initial letters of Rhubarb, Ipecac, Peppermint, Aloes, 
Nux Vomica and Soda was made known in the earliest advertisements. 

“That is a pretty good medicine,” said a famous physician one day after bit- 
ing one of the Tabules and allowing a portion to dissolve on his tongue. ‘“ Most 
proprietary medicines are humbugs, but this is good.” And then he added, ex. 
pressing the feeling usual in the minds of the faculty toward a so-called patent 
medicine, ‘‘ There don’t appear to be any humbug about it and I guess it won’t 
succeed.” 

Another doctor, after looking critically at one of the Tabules, breaking it, 
smelling and tasting it, handed a fragment to a medical brother and with a 
quizzical smile asked what he thought of it. The other, after alike examination, 
said in a surprised way, “ Why, it’s the same old thing!” meaning, and being 
understood to mean, ‘“* Why, that is what we give to almost everybody for almost 
any kind of an indisposition.” 


AND THAT IS JUST WHAT IT WAS! 


A conscientious practitioner said: ‘‘ They may be all right, but I can’t pre- 
scribe them, for though in a general way I recognize the constituents, I do not 
know the exact proportions.” When he was handed a printed copy of the exact 
formula, he expressed amazement and asked: “Isn’t this unusual? I thought it 
was fatal to allow the formula of a patent medicine to be known.” ‘“ No,” was 
the reply, “we see no harmin it. You can make the same thing, but you can 
not ina small way compound it as wellas wecan. You can not afford to sell it 
at as low a price as we can; and if you could you can not call your product 
Ripans Tabules, and it is Ripans Tabules that people are learning to ask for 
and to want —not something similar or inferior sa7d to de just as good.” 

“You are too honest in your advertising,” said a doctor: “‘toofrank. You 
make no mystery, and people wish to be humbugged.” More than one clergyman 
has said the same thing. To this the answer has been: Perhaps most people 
may have a tendency to favor the mysterious, but even these do appreciate fair 
dealing, and it has been decided that this medicine shall be sold on its plain, 
homely, but acknowledged and well-known merits. 

“ But if the stuff is so good,” asks a hard-headed skeptic, “ why is it that we 
reach the last decade of the nineteenth century before any one thought to put it 
on the market as a standard medicine?” 

The answer is plain and to the point. The perfected recipe has only had the 
general acquiescence and indorsement of the profession for a dozen years or so 
and the ability to prepare the ingredients in tablet form is a comparatively 
recent mechanical discovery. Formerly the Rhubarb and Soda compound, with 
its additions and variations, was a vile-looking fluid or a combination of powders 
mixed to order as wanted.- But of recent years tablets have become the fashion 
and R.I.P.A.N.S was the first largely advertised medicine to seize upon and adopt 
the tablet form. 

But why is it sold for so low a price? People as readily pay 10, 25, 50 ora 
dollar for medicine as 5 cents. 

Possibly, but this is a day of low prices, and the poor man likes to buy for5 
cents twenty times rather than pay a dollar once. Then again, 5 cents’ worth 
may be all he needs. 

Have the Tabules reached a pretty general sale? is asked. To this the answer 
isyesand no. The present sale disposes of a million Tabules a week. That is 
about eight hundred pounds, and it is estimated that a general sale to supply the 
demand of the country will not be less than fifteen millions or six tons a week. 
That would only afford ten Tabules in a year for each inhabitant of the United 
States and many persons habitually use no tess than five daily. It is a medicine 
which like soap for soiled hinds meets a constantly recurring want. Whoever 
eats is better for an occasional Tabule every time he eats too much or fails to eat 
with due deliberation, an . it has been suggested by an eminent medical authority 
that the ingredients of the Tabules, used in fluid form as a ketchup, might advan- 
tageously havea place on every table. The regular physicians at the present time 
distribute nearly six tons a week (three hundred tons per year) of practically the 
same ingredients, but not so scientifically blended or compounded nor so carefully 
selected, prepared and caredfor. The ordinary tablet, compounded on a prescrip- 
tion from old, dried, and shelf-worn drugs, is a poor parody on the perfected 
ewe out by the perfected mechanical process available for the making 
of R.I.P.A.N.S. 

Itis a knowledge of some of the facts set forth above that secures the Tabules 
a place in so many grocery stores, restaurants, saloons and other places where it 
is not usual to find a medicine. R.I.P.A.N.S aresomcthing more than a medicine; 
they are an every-day requirement. Whoever eats needs a Tabule occasionally. 

The exact formula, giving the exact proportions, is always sent to any one 
who applies for it either personaily or by letter at the office of 

THE RIPANS CHEMICAL COMPANY, 
No. 10 Spruce Street, New York, 




















PRINTERS’ INK. 


The Replies. 


Established Jan., 188t. A Larger Circulation in New England } 
than any other Medical Publication. | 
‘“*THE MASSACHUSETTS MEDICAL JOURNAL.”’ + 
Bay State Publishing Co. R, A. Rep, M. D., Editor. } 
Boston, April 5, 1898. J 
We regret to say that we do not feel that it would be pleasing to many of our readers if 
we should insert this matter in any form. 





“Tue MepicaL ExAMINeR.” ) 
F. T. Rand, Bus. Mgr. - 
New York Ciry. ) 

Advertising accepted. Size of page 94x64. Cost $30 a month, $225 for a year. 


“New EncGLtanp MepicaLt Montuty,” Danbury, Conn. 
Advertisement acceptable. Cost $40 a month, $400 a year. 


“New York Mepicat Journat”’ (Weekly). 
D. Appleton & Company, 72 Fifth Avenue. | 
Advertising Department, Henry W. Quin. 
New York, April 1, 1898. 
We can not insert it in the ¥ournal. Satisfied as I am that it is a good article and of 
value, yet it is not within the rule of the Fournad as to regularity, etc. 
Henry W. Quin, 


“ Mopern Mepicat Science” (And The Sanitary Era), a Monthly Journal of 
Scientific Advance in Medicine, Surgery, Hygiene and Sanitation, with Special | 
Emphasis on Physiological Therapeutics, including Hamatherapy, or “reat- t 
ment with Supplied Bovine Blood. Motto: “*Sanguis Sanguine Curetur.” 
Established 1886. One Dollara year. Wm.Cowper Conant, Editor-Proprietor. | 

496 W. 151st St., New York, April 8, 1898. ) 

My position as editor of a strictly professional magazine is inconsistent with advertising 
any general cure or popular prescription. My own medical knowledge and principles of 
medicine forbid the belief that any prescription could be made up that ought to be recom- 
mended to patients in a general condition of any kind—much less in conditions of many 
kinds. Avery case requires strict special application of both learning and skill, lest drugs 
should do Aarm instead of good. W. C. Conant. 


“Tue Mepicat Wor.p,” a Practical Medical Monthly. ‘‘The Popular Medical 
Magazine of America.”’ C. F. Taylor, M.D., Editor and Publisher, 1520 Chestnut 
Street. PHILADELPHIA, Pa., Agile, 1898. 

Although the Medical World goes to physicians, I see no particular objection to the 
copy which you propose and which I have read carefully. While I see no objection to it, J 
wish to say incidentally that it is very skillfully written, and I offer my congratulations to 
the writer. I would be willing to admit it in the advertising pages of the Medical World. 

Our custom is to allow change of copy every three months without charge, Change as 
often as you wish if electrotypes are furnished. Change oftener than once in three months, 
subject to extra charge for setting. Very truly, C. F, Tayior. 


“ MEDICAL AND SURGICAL REPORTER. PHILADELPHIA, Pa., April 2, 1898. 


We do not care to take the Ripams ad under existing conditions. The reason is that the 
preparation is advertised direct to the public, thus conflicting with the interests of the med- 
ical profession, whom we represent. If the Ripans Company desires to modify its plans to 
advertising and working through the profession, and will modify their ad to a more dignified 
and scientific tone, we will be happy to consider their application for space. 

.. C, CLirTon Howarp, Assistant Editor. 


” 


* JouRNAL OF COMPARATIVE MEDICINE AND VETERINARY ARCHIVES,” Philadelphia, Pa. 

Advertisement acceptable. Cost $15 a month, $100 a year. Our April edition ’98 will be 
2,500 copies; 800 of these will go to Pennsylvanians; to be followed by other special State 
editions, 
“ Potyciinic,”” New York City. 

Advertisement acceptable. Cost $35 a month, $400 a year. 

F. Kina, M. D., Publisher, 218 E. 34th. 

“* JouRNAL OF THE AMERICAN MEDICAL Association,” Chicago, III. 


_ Advertisement acceptable. Cost $30 a month, $250a year. Must strike out first four 
lines of last paragraph. 


“Mepicat Times,” Chicago, III. 
Advertisement acceptable, Cost $10 a month, $100 per year. 
Fintey ELiincwoop, 
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“*Der HauspoxtTor, New York City. 
Advertisement acceptable. Cost $14 a month, $100 a year. 


*“* MEDICAL AND SURGICAL JoURNAL,” Atlanta, Ga. 


We feel that we can not run the Ripans ad in the present state of our affairs. Yours, 
ATLANTA MEDICAL AND SURGICAL JOURNAL, 


** Mepicat Era,” Chicago, Ill. 
Acceptable. Cost $12.50 a month, $125 a year.’ 


**MepicaL Visiror,”’ Chicago, III. 
Acceptable. Cost $30 a month, $150 a year. W. E. Jennincs, Mer. 


108 Ninth Street. Adolph Koenig, M.D., Editor. 
PittssurG, Pa., April 4, 1898. 

The Pennsylvania Medical Fournal accepts no advertisement of proprietary or trade- 
mark medicines. I should, however, be pleased to accept advertisements of strictly ethical 
firms, for which the usual agent’s commission will be allowed. All advertising matter 
must be subject to my approval. ApoLpH KOENIG, 


“THe PENNSYLVANIA MEDICAL JOURNAL,” t 


“*MepicaL Summary,” Philadelphia, Pa. Acceptable ; $30 a month, $250 a year. 


“MepicaL Times AND REGISTER,” Philadelphia, Pa. Acceptable; $18 a month, $275 a 
year. 


** MEDICAL AND SuRGICAL REPORTER,” Toledo, O. Acceptable; $30 a month, $150 year 


Parke, Davis & Co. have advertised with us for ten years. Read their unsolicited 
letter. ToLepo MEDICAL AND SuRGICAL REPORTER Co. 


Detroit, Mich., January 6, 1898. 

In making up our books for ’98 we have gone over the ’g7 list very carefully. The 
standing of each journal ; its value as an advertising medium, pure and simple; the rela- 
tive value of the favors extended us during the past year—everything has been taken into 
consideration ; and although something like between twenty-five and thirty journals have 
been either cut off altogether or the amount heretofore expended with them cut down, we 
renew with the Toledo Aledical and Surgical Keperter, same space, same number of in- 
sertions, at the increased price of $150. Parke, Davis & Co., per KinsLanp, 


** LEoNARD’s ILLUSTRATED MEDICAL JOURNAL,” Detroit, Mich. Acceptable. $25 a month, 
$100 a year. 


“*LouisvitLE Mepicat Montuiy.” Lovisvitie, Ky., April 2, 1898. 


Acceptable. $12 a month. Sam. Cocuran, M, D., Editor, 
“THe AMERICAN MeEpicat CompEeNnD.” Established 1884. 
R. H. Timpany, M. D., Editor. Totrpo, O., April 5, 1898. 


We will insert the advertisement as per copy. The price of one insertion is $5, which 
would occupy one full page; the price per year to you would be $50 for the twelve inser- 
tions. Thechanges in copy can be made every month if necessary, and we will insert any 
reading notices which relate to the preparation. With reference to the price per page | 
would say that the $50 is net; the regular price per page to firms is $100. 

The size of the pages is 7x12inches, double column. We would be very pleased to re- 
ceive this advertisement in time for our April issue, which goes to press on the 15th. ° 

R H. Tiupany. 


JourNaL OF THE Mepicat Sciences,”’ Monthly. Established 1820. 
706, 708 and 710 SANsoM SrT., PHILADELPHIA, April 5, 1898. 

The questions you ask were a little startling to us, in view of the conservative attitude 
we have always assumed, so far as such adver'ising is concerned, but, after carefully read- 
ing your really clever announcement for the Ripans Tabules, I, personally, can see no reason 
why acontract should not be accepted from you. 

I am not absolutely certain that the editors of the two magazines will regard the matter 
in the same light, but my impression is they will, and if you desire space I shall be pleased 
to receive a formal order from you. Gitpert H. SHEARER, Manager. 

In American Journal of Sciences: Cost $25 a month, $200 a year. 

In Medica/ News: Set in % page, cost $15 a week or $375 a year, 


“Tue Mepicat News.” Weekly. Established 1843. “THE ttm 


“Mepicat Era,” St. Louis, Mo. 

Acceptable. Cost $25 a month, $175 year. 
** AMERICAN JOURNAL OF DERMATOLOGY,” St. Louis, Mo. 

Acceptable. Cost $60 a month, $200 a year. 

Each issue guaranteed to exceed 25,000 copies. Proven by P. O. receipt. 
** Mepicat ANNALS,” ALBANY, N. Y., April 2. 

Please accept our thanks for the courtesy conveyed by the proposition and our regret 
that we can not insert the Ripans advertisement. Yours very truly, 

. ALBANY MEDICAL ANNALS, 
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Publisher of “* JourNAL or CUTANEOUS AND GENITO-URrnary DisEasgs.”’ 
115 W. 84th St., New York City. 

To the inquiry : ‘* Will you insert the inclosed advertisement as written ?”’ the answer 
is, “‘ No.” The subject matter is not objectionable. The ethical point is the character of 
advertisements in lay journals, making it a remedy for self-prescription. Very truly, 

Puysicians’ PusiisHinG Co, 


“THe JouRNAL OF Nervous AND MentTAL Disease.”’ l 
Managing Editor, Dr. Cuas, Henry Brown. 
25 W. 45TH St., New York, April 4, 1898. j 


The notice of the advertisement of the Ripans people has been received. We can run 
the matter and would have no trouble with future matter if it is similar. Cost $18a 
month, $150 a year. Cuas. Henry Brown, 


“Mepicat Recister.” E. C. Levy, M. D., Editor. Ricumonp, Va., April 4, 1898. 
I regret to be compelled to state that we do not publish any advertisements except those 
of recognized ethical preparations, soa t. C. Levy. 
“ Mepicat Mirror,” St. Louis, a Monthly Reflector of the Profession and Its | 
Progress. I. N. Love, M. D., President and Editor, Sr. Louis, April 4, 1898. § 
As long as the formula is furnished, I see no objections to putting it in the regular ad- 
yertising columns of the Medica/ Mirror, 
The copy you present will fill one page advertisement of the Medical Mirror. One in- 


sertion for this would be $30; the same advertisement for one year would be $250. 
I. N. Love. 


“Towa MEDICAL JouRNAL,’’ Des Moines, Ia. 


Can not use Ripans ad. J. W. Kime. 


“ SouTHERN PractiTioNneR,”’ Nashville, Tenn. 
Acceptable. Cost $12.50 a month, Deerinc J. Roperts, M.D., Ed. and Pub, 


“NortH AMERICAN Practitioner,’’ Chicago, Ill. 
Acceptable. Cost $20 a month, $150 a year. 


Eastern Office of ‘THe Norra American Mepicat Revirw.” Wm. Clarence 
Boteler, M. D., Eye, Ear, Nose and Throat, of U.S, Indian Service. Late Pro- 
fessor of Diseases of the Eye and Ear, Northwestern Medical College, St. Joseph, 

Mo. ; of Ophthalmology, Otology and Rhinology, Medical Department Kansas 

City University. 817 15TH STREET, N. W., April 5, 1898. 

I can not see the difference from an ethical standpoint between your way of pushing 
Ripans Tabules and Scott & Bowne and others, who likewise use the secular press. You 
can have our indorsement. If you send 12 plates 5x8 you can have a monthly change, 

Dr. Wom. C, Borecer, Ed. For The Review Pub. Co. 

To the question, ‘* Will you insert the inclosed advertisement as written?’ my answer 

is, Yes. I can’t see anything wrong with it. Cost $20 a month, $150 a year, 





In a second letter, dated April 14th, the same correspondent writes: ‘‘ 1 note great op- 
position is being worked up against admitting Ripans to the medical press, but I want you 
to beat it out nd get right in the medical camp, as these Tabules are quite as good as any 
of the proprietaries that have made fortunes by getting the indorsement of the 150,000 
M.D’s of this country. Please send a prompt acceptance, as I want to get in the field 


against certain hypocrites by hoisting the standard of Ripans Tabules. 
** Yours truly, Ws. C. Boreter, Ed.” 





“ Potyciinic,” Philadelphia, Pa. 

To the question, ‘** Will you insert the inclosed advertisement as written ?” the answer 
is, No! To the question, ‘If it is not acceptable in its present form, what changes do you 
require? "’ the answer is: 2d. (a) Address profession, not laymen. (4) Omit parts brack- 
eted. (c) Give formula in exact terms and quantities, completely and correctly. The 
parts required to be omitted are the last five paragraphs, beginning with: ‘* But why is it 
sold at so low a price?’’ and all below that except the address. 


“Trainep Nurse,” New York City, N. Y. Acceptable. $30 a month, $288 a year. 


“Tue Laryncoscope,”’ a Monthly Journal Devoted to Diseases 
of the Nose, Throat and Ear. 
Sr. Louis, Mo., April 4, 1898. 

We have indicated on the accompanying copy that portion of the Ripans Co.'s ad which 
would scarcely be desirable in a high-class medical journal. With the exceptions herein 
indicated we see no reason why Ripans should not receive the indorsement of the advertis- 
ing department of the medical press, especially if a point is made to mention the formula 
in every advertisement ; this would bring it within the domain of proprietary medicine as 
distinguished from patent and secret nostrums, which are excluded from advertising pages 
in the medical journals. The size of our advertising page is 5x8 inches, in single column. 
Price, $40 for three months, $120 a year. M. A. Gotpstein, M.D. 

Memo. Wants Proprietary substituted for Patent in the body of the ad, and to omit 
2% lines in the last paragraph that set forth where Ripans are for sale. 

“Forr Wayne MepicaL JourNAL-MAGAZzINE.” l 
Fort Wayne, Ind., Aprils, 1898. 
We will publish an ad for the Ripans Co., providing the formula is pu>lished in a legiti- 
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mate manner and the ad is written up as any ad should be written for publication in a 
reputable medical periodical. The ad must be subject to our approval, as also any change 
that may be contemplated. 

Our rates are $100 for cover pages and selected locations, $75 for regular pages, $45 for 
half pages, by the year, twelve insertions, from which we will allow you a discount of 25 
percent. Our pages receive an electroplate 44x74. 

Copy for April number is now being prepared for press. 

Fort Wayne MepIcAL JOURNAL-MAGAZINE. 
Abert E. Butson, Jr., Editor and Manager. 
*“* AMERICAN HoMEOPATHIST,” New Y ork City. 

We feel quite sure that the Ripans ad in any form would be a disadvantage to us and 
quite serviceless to you. This same reply to your inquiry addressed to all of our jour- 
nals. Very respectfully, . CHATTERTON 








“ HAHNEMANNIAN MonTuLty,”’ Philadelphia, Pa. 
We do not want it in any form or at any price, 


*“* SouTHWFSTERN MepicaL Recorp,” Houston, Texas. 

Acceptable. Full page per issue, ordinary type, $7; full page per issue, small type as 
copy, $10; full page per year, ordinary type, $60; full pz age per year, small type, $80. We 
consider, such matter more appropriate in “Publisher's Notes” than display advertising 
page, although it can be placed where you desire. 

Houston Mep. Pus. Co., R. T. Morris, Secretary. 


“Tue Mepicat Councit,’’ N. E. Cor. 12th and Walnut Sts. J. J. Taylor, M. D., | 

Editor and Publisher. PHiLapevpuia, Pa., April 6, 1898. 

The advertisement of Ripans Tabules impresses us as being almost without objection. 
It would be hard to devise a more frank and fair advertisement than this one. That being 
the case, our answers to the questions are as follows: 

First. We will be willing to insert the advertisement with the omission of the next to 
the last paragraph (that relating to grocery stores, restaurants, saloons, etc.). 

Third. The copy would require not less than one full page of 7hke Medical Council. 
The price for one insertion would be $45. 

Fourth. Price for insertion one year, copy changed at will, subject to our ap- 
proval, $396. J. J. Tayior. 
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** UNIVERSI'Y OF PENNSYLVANIA PREss,” 716 Filbert St. (University Medical Maga- | 

zine). PHILADELPHIA, April 8, 1898. j 

In reference to the advertisement of Ripans, we beg to say that the advertisement 
would be acceptable in our magazine with the elimination of the three lines indicated on 
the inclosed copy. 

Our rate for one insertion is $25, and twelve insertions $200, subject to agent’s discount 
of 25 per cent. The size of our advertising page, 4%x8. Very truly yours, 

UNIVERSITY OF PENNSYLVANIA Press, per B. 

The lines objected to are in the last paragraph but one, being all the paragraph but the 

last line. 





LoutsviL_E, Ky., April 6, 1898. 
We will insert the advertisement to cover a full page one time for $20, or a full page one 
year for $125. This is net. Weallow four changes a year. For additional changes at the 
rate of $2 a page each timecopy is changed. These rates arenet Outside measurement of 
page, 7x10% inches. Actual type measurement, 5%x8inches. There are two columns to a 
page. Tue Mepicar ProGress Co. 
By Joun G. TRAUTMAN, 





“Tue MEDICAL Brier,” a Monthly Journal of Scientific Medicine, } 

The Largest Circulation of any Medical Journal in the World. 
J. J. Lawrence, A.M., M.D., Proprietor. { 
Sr. Louis, Mo., April 5, 1898. } 


We willinsert the ad as written. We con't require any change, as the formula is 
given. Price for one insertion (matter will make a full page) is $40 gross. _ Price, one page 
one year, $400 gross. Copy can be changed at any time at po additional cost if sent in 
time to do so. Copy always subject to our approval of same. Size of page, 8x4% inches— 
two columns to a page. J. J. LAwrenceg, per W. H. LEHMAN, Manager. 





“Sr. Louis MEDICAL AND SURGICAL JOURNAL,” 
A. H. Onmann-DumeEsnIL, Editor and Proprietor. 
Sr. Louts, Mo., U.S. A., April 6, 1898. f 
Am much obliged to you, but Yourna/ can nothandle that ad. Truly, 
OHMANN-DUMESNIL, 





“ Pepiatrics,”’ New York City. 
Advertisement acceptable, $350 a year. 


** GaILtarD's MEpIcCAL JouRNAL,”’ New York City. 

We will not insert the inclosed advertisement as written. The changes required are 
omission of first part of advertisement, total recasting of last part and publication of 
formula. 
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“Tue MepIcAL SENTINEL.” The local Medical Journal of the 
Doctors of the Pacific Northwest. Henry W. Coe, M.D., 
Editor and Owner. Charles A. Coe, Business Manager. f 
Monthly, $2 per Year; 25 cents Single Copy. Marquam 
Building, Portland, Oregon. 

Advertisement acceptable. $100 a year. I think that it would be advisable for you to 
publish the formula in the advertisement, and if you send us the order, we will give you a 
couple of little points about how to write this advertisement, that would make it much 
more acceptable to the medical journals and to the doctors. In fact, 1 think that we could 
write an advertisement for you, which would be a great deal better -nan the one which you 
have, for the people through the medical press, and ove~come n.uch of the prejudice 


‘which, of course you understand, exists in the profession against patent medicines. 


ENRY WALDO CoE. 





“Paciric RecorD OF MEDICINE AND SuRGERY,” San Francisco, Cal. 

Advertisement acceptable. $150a year. This ad seems to me as fairly free from 
serious objections, especially since the formula is given. We will change it each time for 
above amount, if the matter is ** regular,’’ and not “‘ secret.”’ 





“ Tue CLINIQUE,” a monthly abstract of the clinics and of the proceedings of the 
Clinical Society of the Hahnemann Hospital, of Chicago, Ill. R. Ludlam, M. 
D., editor, 823 Michigan Avenue. C. Gurnee Fellows, M. D., business man- 
ager, 70 State Street. New in its eighteenth year. 


ed 


Advertisement acceptable. 


“ MepicaL HERALD,”’ New Albany, Ind. 
Advertisement acceptable. $20 a page, $125 a year. 


“E.ectric MEDICAL JourNAL.”” Monthly, $2 per Annum in Advance. = 
ScupDER Brotruers Co. Cincinnati, Ohio, April 11, 1898. 





We would not care to insert your advertisement of the proprietary remedy under any 
consideration. As this is our position, we do not feel that it is advisable for us to suggest 
any changes. We do not propose to knowingly take the advertisements of patent medicines 
or proprietary medicines which have been originated by or for the laity, and which are ad- 
vertised and sold directly to the laity, and on this ground, regardless of the composition of 
your mixture, we decline your advertisement. 

Tue Scupper Brotuers Co., John K. Scudder, M. D., President. 





“NortH CAROLINA MEDICAL JouRNAL.”’ Winston, N. C., April rr, 1898. 


If the advertisement is written giving the formula and indications for the remedy we 
will be pleased to insert it in the North Carolina Medica/ Journal at the rates. 
R. D. Jewett, Editor North Carolina Medical Journal. 


“Mopern Mepicine.”’ Battlecreek, Mich. 





We do not advertise anything in the patent medicine line. 


Goop Hearn Pus. Co. 


“ MEDICAL JourRNAL,” Charlctte, N.C. 


Advertisement acceptable. $225 a page one year. 


ENGLISH RATE CARDS. 

The rate card of the London 7elegraph 
illustrates the British method of charging 
for space. Three classifications are made: 
for company advertising, which includes all 
legal and corporation notices ; trade adver- 
tising, which includes all regular business 
announcements; and miscellaneous adver- 
tising, such as professivnal, partnerships, 
wants, lost, found, etc. The minimum space 
is four lines, the charge for which, under the 
first classification, is 5s. 6d.; the fifth line 
costs 1s., the sixth line, rs. 6d.; and on up to 
fifty lines the rate is the same for each addi- 
tional line. For space exceeding fifty lines 
the rate jumps to 2s. per line, an advance of 
33% percent. Under the second classifica- 
tion the rate for four lines is 3s. 6d.; for the 
fifth line, 6d.; for the sixth line, 1s.; for the 
seventh line, 6d.; for the eighth line, 6d.; 
after which the rate up to fifty lines is 1s. 
er line. After fifty lines it is 1s. 9d. per 
ine. Under miscellaneous, four lines cost 
4s.; the fifth line, rs. 6d.; the sixth, rs., etc., 
after fifty lines, 2s. per line. The evident 
purpose of the advance in the line rate over 
a certain space is to discourage the use of 
large space. Why the British publisher 
should wish to do so is difficult foran Ameri- 
can to understand, A policy that raises the 








price of space as the quantity purchased in- 
creases is directly the opposite of that pur- 
sued by the Ameri publisher, who not 
only permits the insertion of larger spaces at 
the fro sata price of smaller spaces, but en- 
courages the use of large space by allowing 
liberal space discounts.— Newspaperdom. 





7, 
AMERICAN ADVERTISEMENTS. 

Mr. Gladstone is a man of remarkably good 
sense. He buys the American editions ot the 
American magazines instead of the English 
ones, because he wants to read the American 
advertisements which are left out of the En- 
glish reprints. We doubt whether the great 
statesman takes any great interest in the 
reading matter in the magazines, however in- 
teresting it may be toa class of readers to 
whose intellectual calibre it is more directly 
addressed. But he must find a good many 
novel and interesting things in the advertis- 
ing pages, which are often more numerous 
than the reading pages, and he will get a bet- 
ter idea of some features of American life 
from them than he would from the average 
love story. Another thing which strikes Mr. 
Gladstone is the high character of the illus- 
trations in the advertising pages, and it is 
a fact that these are often artistic both in de- 
sign and execution.— Providence (R. I.) News. 
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AN ADVERTISING PERFORMANCE, 


In Auburn, N. Y., there was re- 
cently given a performance with an ad- 
vertising motive behind it that possess- 
ed many elements of interest. For the 
benefit of those interested in such de- 
velopments part of a three column 
description that appeared in the Au- 
burn Audictin is here reproduced : 

The curtain rose over the scene for the first 
division promptly on time. A pretty miss in 
a gown of Erin hue trimmed with pine 
shingles was the first maid out, and she pro- 
claimed the praises of M. D. Greene, the 
lumberman. The Bud etin was championed 
by a young woman in pink, whose resonant 
voice proclaimed the untrammeled spirit of 
the press. Holihan, the plumber, was also 
represented by a young woman in pink, who 
told of ** busted pipes and hopeless leaks” 
and the only remedy for them all. Olney & 
Co. appeared before the footlights in the 
form of a dashing summer gir! in stylish 
gown, with a wide-brimmed hat and a swell- 
colored parasol. The representative of E. N. 
Ross came forth resplendent in a cleverly 
made gown of Gold Medal flour bags, butthe 
get-up was not the least bit dusty. Adams & 
Son, confectioners, had their girl bedecked 
in ail kinds of bright colored candies, from 
the hairs of her head to the hems ot her skirt. 
Dennis, the dyer, had a novel and stylish 
make-up on his pas representative. Her 
ape was colored in the brightest dyes and 

er trim figure displayed them well. Cham- 
berlain, the flour and seed merchant, was 
ably represented by a pretty girl in a sweet 
and simple gown, tastily decorated with rows 
of seed packages up and down and all around. 
A dark-ey ed maid in a dazzling white tailor- 
made suit of duck, represented Haley, the 
laundryman. She looked as though she had 
just stepped out of a band box, soneat andtrim 
was her attire. The Ad: ertiser was heralded 
by a pert miss in short skirts, who sang out 
the merits of the sheet she represented in 
saucy style. Colwell, the book seller, was 
represented by a swell-looking young lady in 
red, with a rakish big hat and an air of con- 
fidence. Her gown was ornamented in sta- 
tionery of all sorts and descriptions. Egbert, 
the clothier, was championed by a young 
woman, in short trousers and a swell top 
coat, with a fascinating cockney accent that 
matched her attire. Lewis, the miller, was 
defended by a dark-eyed maiden, dressed in 
the Best flour bags of the patent kind. Her 
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Howland & Clark's 


representative was dressed ina pretty gown 


get-up was original. 


trimmed in shavings, and a pert little Japan- 
ese miss appeared tor the Grand Union Tea 
Company. A maiden ina light blue gown, 
trimmed with greens and flowers and carry- 
ing a basketfui of pretty posies, represented 
Hick & Son, florists. After all had come out 
and spoken their pieces they formed in line 
and went Gok a drill, which was well 
done and warmly applauded. 

When it is considered that seventy- 
nine different pretty girls appeared on 
the stage before the performance ended, 
it is easy to imagine how enjoyable the 
occasion must have proved to the young 
men of Auburn. 

EE 
ONE MAN’S CACKLE, 

To be sure,a hen knows how to cackle 
without learning. Some men don’t. I often 
think that a good advertiser is born; adver- 
tising is an art that it’s mighty hard to learn; 
I don’t mean that there is a great mystery 
about it; that there is some secret modus 
operandi, but some men are born with one 
kind cf gift and some with another. Some 
men can tell a story in such a way as to set 
the whole township a-roaring, and other men 
can take the same story and put the whole 
neighborhood to sleep Sens men can sing, 
and some can't. Just so, some men in- 
stinctively know how to advertise, and 
others don't. Now, I’m willing to confess 
that I wasn’t born that way. I haven’t the 
gift of gab—not the kind that makes a good 
ad. My head isn’t full of those happy, 
catchy little phrases that do so much to make 
an ad attractive. I don’t rub up against the 
people enough to know what will tickle them 
and hold their attenticn. But I do believe in 
advertising, so what do I do? Why, just 
what any sensible man would do under the 
circumstances. I go to some one who does 
know how to do it. I simply add another 
department to my business, let an expert 
handle it, who saves money for me, and gets 
better results. —Agric ultural Adve) tising. 


TOO LITTLE STUDII D. 

It may be safely said that there is no art so 
generally practiced and so little understood 
as the art of advertising. Indeed, one might 

go farther, and say so little studied, for the 
pow bulk of the miscellaneous advertisin 
that one sees is on such stereotyped lines, an 
shows such a total lack of originality, as to 
imply that the advertisers gave it aodoaith 
but adopted the standard nearest at hand. 














without being technical. 
strength of our work. 


We have samples. 


MOSES & HELM, 





The med-< 
ical ads and 
booklets we 

write and illustrate are technically correct 
Herein lies the 
The ability to get 
close to the masses—to talk to them in their 
every-day language—to sympathize with them 
and gain their confidence—is something that proceeds 
‘only from long training and much experience. 
words we write and the pictures we make sell medicine, \ 
Ask, and they will be given. 


Writers and Illustrators of Good Advertising, 111 Nassau St., New York City. 







The 
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3274 % mgs pa wig Sts p lege 3 
ae aoa CROWELL & Thiexrormick. ‘hnusers 2 i" 
Oe a SSE ne wi: he a eT eo ” Se pis 


The May issue is another “grand good number,” as much better 
than the Easter one as the latter was better than the March number. 

And so the improvement goes on. 

There’s no limit to making the pace. 

The Woman’s Home Companion is fast growing into the hearts of 
the best American women, and is destined to revolutionize the standard 
of woman’s journalism. 

At $1.75 a line—less for quantity—the Companion is called the 
best paying general advertising medium in America. 

Over 300,000 subscribers—million and a half readers. 





MAST, CROWELL & KIRKPATRICK, Publishers 


NEW YORK CHICAGO 
108 Times Bldg. SPRINGFIELD, OHIO 1643 Monadnock Bik. 
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IN 1777. 

The New York Evening Telegram finds 
the following advertisement in a fi'e of the 
London (England) Daily Telegraph of 1777: 

‘* Whereas, there are mansions and castles 
in England and Wales which have for many 
years been uninhabited and are now falling 
to decay, by their being haunted and visited 
by evil spirits or the spirits of those who for 
unknown reasons are rendered miserable even 
in the grave, a gentleman who has made the 
tour of Europe, of a particular turn of mind 
and deeply skilled in the abstruse and sacred 
science of exorcism, hereby offers his as- 
sistance to any owner or proprietor of such 
premises, and undertakes to render the same 
free from the visitation of such spirits, be 
their cause what it may, and render them 
tenantable and useful to the proprietors. Let- 
ters addressed to the Rev. John Jones, No. 
30 St. Martin’s Lane, duly answered, and an 
interview bp if required. 

‘N. B.—Rooms rendered habitable in six 
days.”’ 





stp biliaiiicicaataginn 
ART IN ADVERTISING. 

Mr. Robert C. Ogden, of Wanamaker’s, re- 
cently delivered an address on this subject 
before the Sphinx Club, of New York, in 
which he gave this advice : 

‘* First—Use no illustration that is not art- 
istic. If you doubt your critical sense get 
advice that you can trust. Above all, do not 
economize on original designs. The me- 
chanical side of your advertising expenditure 
is too great to permit a false ecotomy to de- 
preciate its influence and power. You need 
the best a.t that you can command. No 
apology or excuse exists in this day for the 
employment of inferior artistic ability. 

** Second—Believe that commercial art has 
a true, honest, useful and dignified field of 
its own. Do not allow yourself to be snubbed 
by the snobocracy of art. Wage warfare 
against the spirit that sneers at art applied 
to advertising as a degradation. The heresy 
is abroad that true art has no relation to 
practical things, and that a pictorial story is 
beneath the dignity of the true artist. The 
advertiser has a mission in uniting in some 
degree the fine and useful arts. 

“ Third—Be sure that your artist accepts 
his limitations. His art must be your serv- 
ant. If otherwise you will fail of results.” 





lice. etait 
Classified Advertisements. 


Advertisements unde this head twolinesor more 
without display, 25centsaline. Mus 
handed in one week in advance. 


WANTS. 


*)) ™ CTS. a line for 50,000 proven. 
a=) WORK, Athens, Ga. 


was rTED—Sample and terms “? - — order” 
papers. Box 204, Savannah, ( 











WOMAN’S 


‘ END address for special offer and sap copy 
WO ADVERTISING WORLD, Colum bus, O 


\ ’ ANTED—Samples and 
ready prints.” Box 2 
oo T half-tone cuts, | col., $1; larger, 10c. 
rin. ARC ENGRAVING CO., Youngs- 
town, P Ohio. 
| ) NCLE SAM cuts for advertising. Proofs free. 
/ HARPER ILLUSTRATING SYNDICATE, 
Columbus, O. 


WV ARTED—To buy for cash the 
tion of a good daily paper. 
“BROWN,” care Printers’ Ink. 
PAINT reat roots. Work guaranteed for 10 
years. HA EY ENGLISH, Albany,Ga. Eng- 
lish paint aa ales ; Yes It Do 


prices of “ pic’ portal 
, Savannah, Ga 


city circula- 
Address 
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AIL order men, write for our proposition; 
clean goods; e peotts | 613 Consolidated 
Exchange Building, C nicago, ll 


a99 000 EARNED by one agent with free 
s mm ® outfit in 5 years. Several earn 
$1,000 yearly. 


P. O. 1371, New York. 
H ALF-TONES that please. Don't throw away 
ae but get our prices before you buy. 
R ILLUS TING sY NDICATE, Colum: 
can Unie. 7 


COMPETENT man and college graduate, who 
4% has had experience on the daily and trade 
press, desires an editorial position. Address * A,” 
care Printers’ Ink. 


i ee men with $1,000 want a man with $500 to 

ke $7,500 in stock in a new $75,000 company 
that will Fgh from 2 ger cent up on par value, 
Address “G. F.,” care Printers’ Ink. 


W ANTED_two “second-hand Mergenthaler 
typesetting machines that have been but 
ttle» used, and in t of condition. Address* H 


41 | Pentneular Bank Bldg., Detroit, Mich. 


\ 7 ANTED—An experienced 
evening paper; expected 
—— work and yr taeda 


expected. Address “ 
8t., St New Baven, Conn. 
SS editor having access to proofs 
4 of great New York morning paper, with 
numerous war correspondents, wants to buy in- 
terest in morning ig Repuplican daily on small in- 
stalments. “* H. A. D.,” Printers Ink. 


W ANTED— Advertisers to to know that we have 
a larger circulation than any newspaper 
published in the Valiey of Virginia. Advertisin, 
rates furnished on application — THE 
WINCHESTER PRESS, Winchester, Va. 
I HINESTONES WANTED—The advertiser has 
uses for Rhinestones. Will buy, in quanti- 
—_ —_ op who will sell best quality at low- 


stereotyper for 
to do his own 
Reference and 
. H.,” 219 Orchard 


ddress, with rticulars, me ete., 
oy rf INESTONES, > Box 700, New York City 
AT 
Half, 
MR. MEDICINE MANUFACTURER, 
Could not 
be 
Excelled 
at 
Double. 
This pharmacist compounds 


healing, elegant and profitable 
medicinals. 

He writes truthful, convincing 
advertisements—the sort that 
creates trust in the honest mer- 
its of his products. 
He knows how, where 
to advertise. 

This druggist is going to take 
charge of the advertising and of 


and when 


the laboratory of some shrewd 
business man—and make money 
for him. 


He possesses valuable formulae 
of his own, and other, origina 
tion—at the service of his em- 
ployer. 

Salary? Half of what you would 
ordinarily pay two competent 
men todo work here done by one. 

Hence, two thorough qualifica- 
tions are obtainable at the price 
of one. 

Yours for success, throughe 
pounding and advertising meri- 
torious medicine, 

RALPH W. MILNE, Ph.G., 
Printers’ Ink. 


om- 














7ANTED—Young man, with marked talent, 
W for conducting correspondence with adver. 
tisersand preparing circular ads for monthly pub- 
jication of highest standing. Fine opportunity. 
Send samples of work ; “4 ag rience. Commu- 
nications confidential. aes SE Printers’ Ink. 


W vite 
HIGH- -GRADE 


50,000 GUARANTKED CIRCULATION 
Rates, 25 cents per agate line, each insertion. 
All ads next to reading matter. 
$ 1.00 buys 4 lines $s = a buys 4 inches 
2 °“ O65 lines 5 inches 





5 “6 lines Hy ~ “ 6inches 
1.7% “ ‘Minch 450 “ half col. 
3.50 linch 49.00 “ one col. 

7.00 “ 2inches 98.00 “ aoe page 
0.50 “ S3inches 196.00 “ ilpage 
Only first-class matter accepted. Parties with 


out good commercial rating must send cash with 
order. Cuts must not be over 23-16 inc hes wide. 
Copy for an issue ‘eye = reach us by the 25th of 
previous month. An adv, that will pay mer where 
will pay in W' ‘OMAN’ s WORK, Athens Ga, 


—___—_ -- -____—- 


B. ARG. 1INS. 
‘UTS of any subj: by ¢ y process. C HI- 
( CAGO P OTe ENGRAVING & O., 79-81 Fifth 
Ave., Chicago. 


— 


JOB PRINTING SPECIALTIES. 





\ AKE your ads attractive with the right kind 
i of cuts. Will he’ if ts CHICAGO PHOTO 
ENGRAVING CO., 79-81 Fifth Ave., Chicago. 


——---+ ee 


MAILING MACHINES. 


















Ts Matchless Mailer; nothing like it. e7 
REV. ALEXANDER JICK, Meridian, N. 
2) net—has ee A 


} ORTON MAILER 


Dick and ae he ailers on leading publi- 


cations. Handy, quick, simple, darable, stron 
All CT) am AMERICAN TYP 
FOUNDERS? COMPA) 





ial 
ADVERTISING MEDIA. 
\ ’OMAN’S WORK, Athens, Ga., 4 lines $1. 





yy oman’s WORK, 50,000 proven, 25 cts. a line. 
Womans WORK, Athens, Ga 
for 50,000 proven. 
DEALERS’ MAGAZINE. 
271 Broadway, New York. 
25 cents. ENTERPRISE, 
Circulation «xceeds 6,000. 


25 cts. a line 


I ARDWARE 
Copy free. 





4() WORDS, 5 time: 
Broc oy Mass. 

DVERT!SERS’ GUIDE, New Market, N. J. 8c. 
f ine. Cire’n 4,000. Close 24th. Satnpic free. 
W BEE JING NE Ws is credited with a greater 

circulation than any other West Va. daily. 
RBs BLIC-JOURNAL, Littleton, N. H. 2,800 
\ circulation. Linotype composition. Send 

for rates. 

NY person advertising in PRINTERS’ INK 

to the amount of $10 is entiticu to receive 
the paper for one year. 





DVERTISING WORLD, Columbus, 0. Over 
10,000 (see owell); 10c. nonpareil line; 


reaches advertisers exclusively. 
NDORSE D introduction to over 240,000 religious 
mes. How! W _ to THE RELIGIOUS 
PRESS ASSOCIATION, Philadelphia, Pa. 


VER 30,000 Presbyte vrians in Michigan. The 
official ——? the MICHIGAN PRESBYTERIAN, 
Detroit. Weekly ; 5c. aline. Send for sampie. 


‘HE Rochester, N. H., COURIER, weekly, hasthe 
largest cire’ ulation of any paper in a manu- 
facturing city having a population of 7,396. 
good country paper at a great trade center. 


Rec H OREGON, Washington and Idaho pro- 
gressive farmers via the WEBFOOT PLANTER, 
the leading farm journal of the Pacific North- 








west. 5,000 ogo monthly guaranteed. Write 
for rates and sample copy. They will interest 
you, WEBFOOT ? UANTEK CO., Portland, Ore. 
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. Y., isaclean, 





‘HE TIMES-UNION, of Albany, N. 


bright, original, independent and newsy 

per, going among the very best ae lts 
large circulation makes it an excee ly valu- 
able advertising medium. JOHN H OV ARRELL, 


editor and proprietor. 


BOUT seven-eighths of the advertising done 

a fails to be effective because it is placed in 
papers and at rates that give no more than one- 
eighth of the value that might be had by placing 
the same advertising in other papers. If you 
have the right advertisement and ot it i. the 
right ors, your advertising will 
spondence solicited. Address THE GEO. ™. 
ROWELL ADVERTISING CO., 10 Sem 8t., N.Y. 
9 COPIES guararteed c irculation 

300, OOK of the celebrated Lippman’s Al- 
manec ot Memorandum Book. Half page in 
both, $150. Thisis the best advertising you can 
get, as it goes direct into families. Only a lim- 
ted amount of advertising taken, as we use the 
two books to advertise our P. P. P. and they have 
made our P. l’. P.a big seller in Georgia, Flor 
ida, Alabama and South Caroiina. LIPPMAN 
BROS., Lippman’s Block, Savannah, Ga. 


T THE NEW YORK MUSICAL ECHO 

is the prettiest musical publication in the 
world. Thirty-six full size sheet music - of the 
prettiest vocal and instrumental music 0: y 

It also contains eight portraits of + actress- 
es and musical ce’ nlebrities. Send ten cents and 
get all postage paid, or send twenty cents and get 
seve nty two pages and sixteen portraits. 

The New York MUSICAL ECHO is the best adver- 
tising medium for the money. It 8 a guaran- 
= monthly circulation of 18,500 co copies. 

Address Southern Branch New Ycrk Musical 
Echo Co., 163,165 and 169 CongressSt.,Savannah,Ga. 


— +o 





PRINTERS, 

( ‘UTS of every, kind for every purpose. CHI- 
CAGO PHOTO-ENGRAVING CO., 79-81 Fifth 

Ave., Chicago. 
F Pg! are a believer in printing that makes a 
t wi)l pay you to send your order to THE 
LoTUs P RESS, Printers, 140 W: 23d St., N. Y. City. 
‘2 ye R location and facilities enable us to make 
low rics for superior work. ATOZ PRINT- 
ING CO., South Whitley, Ind. 


INFORMATION. 
5 V HAT can we dofor youin Washington! Save 
a trip to the National Capital La writing to 


ASSOCIATED TRADE & INDU Er LEI S, Com’! 
Intelligence — Wash., D.C.; 10th year. (4) 
-—s — 
ELECTROTY. PES. 

a ERCHANT'S 

4 ential? 

Stereotype, elec aaaen reliable, wniform, ae 
Many of the lernes st papers use it. no 


trial order. Inquiry solicited. MER RCHANT & 
CO., Inc., Munaiicturers, Philadelphia, Pa. 


ADDRESSES FOR SALE. 
Core UETE. lists ‘of names of any business. 
KULLMAN pin co., 219 K. 95th St., N. Y. 


SUPPIAES. 


7 AN BIBBER’S 
Printers’ Rollers. 


F you use cuts, let us show you samples and 
prices. CHICAGO PHOTU-ENGRAVING CO., 
79-81 Fifth Ave., Chicago. 


‘HIS PAPER is printed with ink manufact- 

ured by the W. D. pe ha ad PRINTING INK 

CO,, L’t’d, 10 Spruce St., New York. Special prices 

to cash buyers. 

—— +> —__. 
MISCELLANEOUS. 

QED -ND your name on a small postal for a sample 

‘ of my Large Postal for advertisers. e275 ne 


and stronge ston the market and only $2.75 per 
1,000. WM. JOHNSTON, 10 Spruce St., oe York. 


Ts annual meeting of the stockholders of 

the Ripans Chemical wane apf for the elec- 
tion of directors and ey of election will 
be held at their office 10 Spruce St., New 
York, on Monday, May 9, 1898, at 11 o'clock a. m. 
CHAS, N, KENT, § ecretary. 
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FOR SA] SA LE. 


| BUYS 4 lines, , 50,000 proven. 
WORK, Athens, Ga. 


5” ,000 letters from ag’ts and distributors for hire; 
quick copy. WORLD’S ADVT. ASS'N, Chicagce. 


| as OR Sale The MoHAWK VALLEY REGISTER, 
Plain, N. Y. Established in 1828. Write 
J.D. BECK WITH, manager. 


NLY Dem. paper in F in Cortland County, N. Y. 
ety bg mod — F pees. Out- 
fit w fof eT porietor. 
VI INIA" C. TONES ‘Admr., Cortian 
H. HALL & SON, Ashtabula, oy offer 
« stock furnishi goods, hats, caps and 
store fixtures for sale. The finest clothing room 
in Northeastern Ohio for rent ; population, 15,000. 
Good business opportunity. 
ADVERTISING NOVELTIES. 
\ 7 E want to hear from people who wants cuts. 
CHICAGO PHOTU-ENGRAVING CO., 79-81 
Fifth Ave., Chicago. 
{OR the purpose of inviting announce ements 
of Advertising Novelties. likely to benefit 
reader 


WOMAN’S 








as well as advertiser, 4 lines will be in- 
serted under this head once for one dollar. 





Ce bills, $10, $50, $100; plain backs. 
Best advertising novelty printers can use. 

Sells to Ngan fp 1,000 assorted by mail, om 50. 

5,000 express, ae $4. 50, ‘§ with order. 

BAILEY & CO., Chi — 


ILL USTRA TED ADVERTISEMENTS. 
HHHHHHHHE A HH HHHHHAAAAAAHA 


HALT! Be abreast of to-day. Fifteen 
War Cuts with striking headings—appro- 
ee “9 forall lines. Price $5 for cuts and 

eadings. The most original and timely 
series ever offer Restricted to one 
dealer in each line in atown. Be quick. 
Wiil write up the ads, if desired, without 
further charge. Refer, by permission, to 
Printers’ Ink. HAVELK REISSMAN, 
Writers, Designers and Illustrators, Tem- 
ple Court, New Yor 





~S 





H 
H 
H 
H 
H 
H 
H 
H 
H 
H 
H 
H 


HHHHHHHAHE AH HHHHHHHEHHHABH 


NEWSPAPER METALS. 


he +— stereo, electro and linot 
metals may or may not have had anythin 

to do with their greatness, but be a fact — 

prationing that the greatest n pers of 

U. use these metals. E. W. “2B TC HFORD 

& ©. 54-70 N. Clinton St., Chicago, 


eignsenilialliaiiresatenms 
ADVERTISIN:+ SPECIALTIES. 
G TICKERS We make ’em. Send for our $2- 
catalogue of gummed price marks, 
with your ad on, labels, 
remnant and dress aco 
signature cuts, etc. 
Ka 00, Mi ch. 





rice cards, hat, pants, 
6, Gckets, ate alec eee" 8, 


ADVERTISEMENT CONSTRUCTORS. 
JONES: 
[DxE¥. 0 Nassau St. 
66 4 SK LEWIS ABOUT IT.” 
JONES, 101 World Blag., N. Y. 
| Piass makes medical ads pay. 
L=’’ address is PENN MUTUAL BLD., Phila. 


Oe E F. ——e 179 Front St., 
Owego, Tioga Co., N. Y. 


G ILLAM & SHAU GN ISSY, Advertisers, 623 & 
X 624 Temple Court, New York. Write 











WE sold goods before we tried to satis 
them. THE WHITMAN CO., 37 Nassau St., 
New York. 
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‘H i. only Nehebenr 8 ae otomiests medica! and 
rug advertisi Advice or = free, 
ULYSSE: 6 MANNID G, South Bend, Inc 


oF) saath and Pictorial Window Posters for 
egen Best and cheapest advertising. 

BU RAS. e Druggist, Bernar Bernardsville, N. J. 
HRS: 


N OTICE—No matter who Goes your wr eng. 
4 my prices on ag — nting. W 
, 10 hone st. ® ¥s 
stal for aco 
15 2 


TON, Mgr. Printers’ Ink 
QEND your name on a small 
of my la tal. WM. HNSTON, Man- 
ager Printers’ Ink Press, 10 Spruce St., N. Y. City, 
} yAvz: E you tried little booklets or circulars to 
ertise your business! I write, design 
and print them in a convincing and attractive 
manner. Let me give a. a price on your next 
order. Address WM. JO nore. loomepaaiel Print- 
ers’ Ink Press, 10 Spruce St., 


fe profitable es of anita consists 

first in prepa ‘ood copy. Copy that 
says what cuenta To x said in a convincing wa: 
Second in setting the matter in such type as will 
catch the eye and embellishing the same witha 

icture if one can be determined on that will tell 
its story ata casual glance. ‘Third, in the selec- 
tion of papers that reach the largest number of 
the right sortof people and sell advertising space 
at a reasonable rate—not low priced papers ; but 
those that are at the same time high price d and 
cheap on account of the great service they can 
render. To sec _— these points tor the adve rtiser 
who ay susis our practice and profession. 
Address THE GEO. P. ROWELL “ADV RTISING 
CO., No. 10 Spruce St., New York. 


2 22° 222: 
ep 2 


AN APRIL SPECIAL. 
IT COSTS ONLY $2.00. $3 
I want to do lots of business during the 
month of apen, therefore this special 
offer: I will write you a letter of advice 
$$ about your advertising for only $2.00. 
Tell me all the facts you can — of 
about your advertising. Send me sam- 
= of your own work in this A and 
hat of your competitors. Ask me any $ 
reasonable number of questions. 
In return I will give you m 
forts. Ihave had a great dea 
rience in advertisin 
many people. Y : 
sold a letter of advice, and | usually 
charge from $5.00 to $10.00. Send money 
with order. You may have it back if 
5 = think the advice is not worth the 
cos 
CLARENCE F. CHATFIELD, 
ywego, Not Oswego. 
$ Ww ee Illustrating, ? lans and 
vice for Advertisers. 





2992299 


299) 




















$3 .000099 3 














‘i HE he Lin is of V Yfanamaker, Siegel-Cooper, 
cna wea e, Mac earn, Stern 
OWN"! A TYP: Gimbel,’ Strawbridge & 
OWN A TYPE STYL Clothier, ete. -» were all 
. bought from AMERICAN 
ptix J on, COM- 
- . We have hun- 
ia of myles for 
urpose. Ou w Schoef- 
er Told Style: woul make 
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msive, striking 
; er, such as our Klon- 
dike, Art, Flame, Law Collins and Barta. 
Type-Style is a coming thing, and a paying 
study. Send for momnen to nearest branch. 
Boston: 270 Congress St.; New York: Rose & 
Duane Sts ; Philadelphia : 606-614 Sansom St.; Bal- 
timore : Frederick & Water Sts.; Buffalo : 45 N. 
Division St.; Pittsburg: 323 Third ave; Cleve- 
land: St. Clair & Ontario Sts.; Cincinnati: 7-13 
Longworth St.; Chicago : 203 East Monroe St.; St. 
Louis: Fourth & — Bt; Minneapolis: 24-26 
First St., south; Kan s City : 633 Delaware St.; 
aaa 1616 Blake St; Portland, Ore.: Second & 
Stark Sts.; San Francisco: 405 Sansome St.; To- 
Toronto Type Foundry Company, Limit- 
Bay St.; Atlanta: Dodson Printers’ ‘Supply 
Compa ny, 65 8outh Forsyth St.; Dallas: The Se: 
& 0" ‘onnor Company, 2 256 Commerce St. 
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WART, 12 Beaver St., Albany, past 12 
S years wrote dep’t store ads. We “ito hi 
J vriting, desi to bg 7 
riting, designing an: ntin ieve 
upan, advertisement or boo! _ or circu- 
e! culated goods as person 
int pO I have better facilities t any 
other man in the land for turning out the fin- 
ished job. It is all done under my personal 
supe! ion. I am always on deck myself. No 
matter what you may want, write me about it. 
—y oe name on . a poset tal for a copy of 
nge postal. JOHNSTON, Manager 
my ters Ink Press, 10 \y B St., N. ¥. City 
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wp “THE wD 
wD wD 
wD PROFITABLE PLACING OF we 
wD ADVERTISING,” wD 
wD wD 
WD Saysthe Geo. P. Rowell Co., Consists we 
Ww 
wD “ FIRST wD 
W) in wD 
wD PREPARING GOOD COPY; bt 4 
, 


wD 
wD Second, in setting the matter wD 
wD in such type as will catch the wD 


wD eye, and embellishing the same wb 
wD with a picture, if one can be wD 
wD determined on, that will tell wb 
wD its story at a casual glance.” wD 
wp . wD 
THAT IS MY WORK— wD 
wD wD 
WD WRITING AND ILLUSTRATING wD 
wD wb 
wD FOR ADVERTISERS. wD 
wD wD 
WD HERE IS ALETTER FROM ONE OF WD 
wD wD 
we MY EARLIEST CLIENTS, WHOSE we 
Ww 
WD ADVERTISING MATTER, PRE- WD 
wD wD 
WD PARKED BY ME, HAS BEEN EX- WD 
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WD TENSIVELY “ PLAGIARIZED”: wD 
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WD “Dear Mr. Dixey-—-The fact that WD 
wD ~4 have been writing our advertis- WD 
wD ae conmnnonay for , many years WD 
WD speaks for ii We don’t know of WD 
WD any more practical way of ey oy ng WD 
WD our opinion of your alitity. tothe WD 
WD effectiveness of your work, it has WD 
WD been almost too successful. [t has WD 
WD been stolen so frequently by other WD 
D writers that we believeit has notonly WD 
WD helped to sell our own 
WD sometimes our competitors’, too—a D 
WD sort of flattery which we fail not ae. wD 
WD preciate. This is the only reason wD 
WD we would rather you did not publish wD 
bal 4 our name. It would give our rivalsa WD 








tip to steal more of our best matter.” WD 

WD Very cordially yours, wD 
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WOLSTAN DIXEY, wD 

wD wD 
wD 150 Nassau St., New York. wD 
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GAsar shots for sheowe Faye po 4 = cone 
f the best tan shoe ads y 

for one Jk, Mone ney back if the 7 dont: ct . 

you. EMERSON DEP’ PUY, adwriter, Moines, Ia. 


3 crce ADS—Write request on your +4 
mentions * — we — submit (to be 
turned) fuli lin roofs. HARP ILLUS. 
TRATING SYNDICAT. , Columbus, O. 
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oo 
OO Mk. Jones is not a quack doctor. He OO 
00 thinks more of makin marks for his OO 
OO employers at eg Ty oe ’s for himself. OO 
OO —Ad Writer, is, June, 1897. 00 
OO Mr. JonEs’ ability to write advertise- OO 
OO ments that cate ond the yo eye 7 00 
0O won him distinction an Pt Tune 00 
00 mercantile circles, —Times- 0o 
¢ 


00 “ithe work of Caanzes F. Jones as an 00 
OQ advertisement writer has attracted OO 
OO widespread attention.— Chicago Dis- OO 
OO patch, October 78, 1895. 0o 
OO Mr. CHaRLes F. Jones’ advertise- 
OO ments have 1-¥ a few months made New 
OO York’s “Big Store” famous.—Chicago OO 
OO Advertising Experience, January, 1897. 





0o 

00 Stree I employ the most skill- 

OO ful a@ ~-y it find. 4 { suggest to 

oo Sheen cu _ —— want SOs t ont, 

OO and I make t and redra 

OO the sketch until “they et “it just to oult 

OO me. When the wor completed I am 

OO satisfied that my best ideas, combined 

0O with their best work, make the best OO 
OO business illustrations that are produced 00 


OO in America. 
0O IN MY BUSINESS AS WRITER of ad- OO 
OO vertising I work eooseting So many Se 0o 
OO ferent plans. Plans whic 
OO paper work, magazine work, trade pa- 
0o = work, poster work, circular work, 
klet work, catalogue work, etc. 
OO Plans which cover givi advice,” criti- 
OO cising ——_ 4 good sys- 
OO tems, reating directing 
0Oo expenditures, originating gene = g 
OO campaigns, yen nH rofits, 
00 helpt business su ete. ns 
OO whichI can serve you rou By the hour, by 
OO the day, by the week, by the month, by 
OO the year, by the single advertisement 
00 Faapae oe or by a series of any num- 
OO ber, extending over any period of time. 


oo 
00 
00 
0o 
oo 
0o 
IN MY BUSINESS AS ILLUSTRATOR oS 
0o 
0o 
oo 
00 


2388888 


oo If you will write me I will explain 
OO whatl _ do for you and what I will 
OO charge for it. 


OO Yours for more business through 
OO better advertising. 





0o 

00 CHAS. F. JONES, 

OO Writer and eng of Advertising. 

OO Practical Advice on Business Subjects. 
Suite 101, Ww ua Building, 

0Oo New York, U. 8. A 

0o Correspondence favited. 


S2gRRRRResegeesecearers 


: 
: 
. 





Send me two dollars along with your 


booklet ; 


or catalogue ; or batch of trade 


papers ; or newspaper ads and J will tell 
you why they are good or bad and how 
to make the next one better. 


Charles Austin Bates, Yadrbitt Biaz., 
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CREECH 


Wel ae vat slightest desire 
to criticise the value of newspapers, 
magazines and other such media 
as means of advertising, but the 
fact remains that none of them 
shows such remarkable progress as 
has been made in the past few 
years by Elevated Railroad and 
Street Car Advertising. It has a 
boom, and a healthy one, a strong, 
vigorous growth, and advertisers 
have been quick to realize the 
absolute necessity of using this 
medium in order to reach the 
buying public. The improve- 
ment in the car service—the fine 
display given the car cards—the 
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brilliant showing made by careful 
advertisers, have caused Street Car 
Advertising to make great head- 
way. 

The sensible business man, the 
man who wants to spend his 
money to the best advantage, can 
not afford to ignore this kind of 
advertising. It will at least pay 
him to investigate the subject, to 
learn about the methods and the 
cost, the way the business is 
handled by us, our system of 
checking—our attention to even 
the smallest details. All of this 
information will be profitable to 
any advertiser, even though he 
decides not to do any car adver- 
tising at all. 


We Charge Nothing for Advice. 


253 BROADWAY, N.Y. 
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Rates Reasonable. 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 


t= Issued every W: ednesday. Ten centsa copy. 
Subscription price, five dollars a year, in advance. 
Six dollarsa bundred. No back numbers. 

te For ten dollars, paid in advance, a receipt 
will be given, covering a paid subsc: ription from 
date to (January ist, 1901) the end of the century. 

t? Being printed from plates, it is always pos- 
sible to issue a new edition of five hundred cop 
ies for 330, or alarger number at the same rate. 

t@ Publishers desiring to subscribe for PRINT 
ERS’ INK for the benefit of advg. patrons may, on 
application, obtain special contidential terms. 

t= If any person who has not paid for it is re- 
ceiving PRINTERS’ INK it is because some one has 
subscribed in his name. Every paper is stopped 
at the expiration of the time paid for. 

ADVERTISING RATES : 

Classified advertisements 25 cents a line: six 
words to the line ; pearl measure ; display 50 cents 
aline; 15 lines to the inch. $100a page. Special 
position twenty-five per cent additional, if grant- 

; discount, five per cent for cash with order. 


Oscar HERZBERG, Managing Editor. 
Peter DouGan, Manager of Advertising and 
Subscription Department. 


New York Orrices: No. 10 Spruce STeeer. 
Lonpon AGENT, F. W. gy 50-52 Ludgate 





Hill, E, 
NEW YORK, “APRIL 27, 1898. 
Don’t advertise unless you have 


something to say. 


Don’r advertise simply to fill space. 
Better let the space go to waste. If 
you fill it with twaddle it will be 
wasted anyway. 





THERE is more bad display because 
of the superabundance of display type 
than there is from the lack of it.—C. 
A. Bates. 





THERE is no other commodity bought 
and sold of which buyer and seller are 
so absolutely ignorant of its value as 
newspaper advertising. Space of the 
same quality is daily sold at prices vary- 
ing as widely as the difference between a 
cent anda dollar, and neither buyer nor 
seller knows whether he is paying too 
much or accepting too little. 





IN PRINTERS’ INK, issue of February 
16th, it was stated by Mr. R. E. Ben- 
nett of the Binghamton //era/d/ that 
the Herala’s place is first on any list of 
Binghamton papers, and Mr. George 
F. O'Neill, proprietor of the Bing- 
hamton Zeader, asserts that he has 
$5,000 that he is anxious to pay to 
some one who will prove that the 
Herald sells half as many copies as 
the Leader does, take one day with an- 
other, for six months past. Every- 
body who knows Mr. O’ Neill is aware 
that he has the money, but whether 
the other fellow will ever get it or not 
is an open question. 
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A CORRESPONDENT of the Little 
Schoolmaster suggests that the elevated 
railroad waiting-rooms would be good 
places for local establishments—stores 
in the immediate vicinity of each sta- 
tion—to put their advertisements.' 
Here, he says, women wait for trains, 
and announcements are consequentiy 
apt to attract not only their eyes and 
their attention, but the money in their 
pocket-books. Whether this is so or 
not is left to the discernment of the 
Little Schoolmaster’s pupils, many of 
whom know that such waiting-rooms 
are used very little by the public. 


Mr. GEORGE J. SEABURY, of Sea- 
bury & Johnson, manufacturing chem- 
ists,.and proprietors of several well- 
known medicinal articles, notably of 
Benson’s Porous Plasters, recently said 
to PRINTERS’ INK: ‘‘In my judg- 
ment the reason why liberal advertis- 
ing in the past five or six years has 
been reduced to a conservative basis is 
because of the general substitution of 
inferior articles for articles of merit. 
And until the press emphatically con- 
demns this practice I can see but little 
encouragement. Now let every gen- 
erous user of the press read between 
the lines the truths which lie slumber- 
ing in these sentiments.’’ The Little 
Schoolmaster, after reading between 
the lines, concluded that if any truths 
had ever slumbered there they were 
now slumbering somewhere else. 





Mr. HARLAN PAGE HUBBARD, 
whose profession is that of an adver- 
tising advisory counsel, relates that he 
asked Mr. A. T. Soule of the Hop 
Bitters Company, after six years’ con- 
secutive service, why he had stuck to 
him so faithfully, when others had 
been fighting for the business, and Mr. 
Soule said in reply : ‘‘ Hubbard, it is 
because you have not always tried to 
impress me that you knew a great deal 
more than I did, and you let me think 
at least that I had my own way.”’ Mr. 
Hubbard also relates anothér of his 
experiences as follows: ‘‘I made one 
suggestion to a customer the other 
day which caused the firm to change 
their entire idea of advertising, and 
they at once volunteered the statement 
that in their opinion it added 50 per 
cent to the. force of their work, and 
that they considered the point alone 
was worth the entire amount of the 
retainer ($1,000) which they had agreed 
to give me for one year’s service.” 
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A SACRILEGIOUS SOUTHRON. 

PRINTERS’ INK recently received the 
following sacrilegious communication : 

Office of ** THe AGr-HERALD.” 
Girculation greater than all other Morn- 
ing Dailies in Alabama combined. 
BirMINGHAM, Ala., April 7, 1898. 
Publishers of Printers’ INK: 

We have had much complaint recent! 
from the advertisers,to whom we rsa 4 
copies of PrinTErRs’ INK, because of the fact 
that Printers’ Ink does not furnish them 
with as many suggestions about advertis- 
ing as it formerly did. Permit me to sug- 
gest that you give more space to suggestions 
on attractive advertising for merchants of all 
classes. I make this suggestion in the best 
and most friendly spirit. Advertisers in the 
South are anxious to get the latest ideas and 
designs in order that they may make their ad- 
vertisements catchy and attractive. 

E. W. Barrett, Publisher. 


Realizing that a degenerate condi- 
tion could not exist without detriment 
to its honor and _ usefuiness, the Little 
Schoolmaster resolved to ascertain if 
the above letter had an excuse for be- 
ing written. 

The great Charles Austin Bates was 
appealed to. Mr. Bates has said that 
PRINTERS’ INK contributed more to his 
success than all other agencies com- 
bined. While reading the letter the 
gradual formation of that peculiar 
smile of Mr. Bates was noted starting 
at either extremity of his classic 
mouth, enlarging gradually until it 
enveloped all his features. This par- 
ticular smile is only used by Mr. 
Bates on occasions w hen he is about to 
say something very nice. The Little 
Schoolmaster, therefore, sat with no 
small degree of expectancy until Mr. 
Bates had completed his scrutiny and 
analysis of the letter, which he read 
twice, even noting the circulation 
statement printed in red at the head of 
the letter, ‘Circulation Greater than 
all Other Morning Dailies in Alabama 
Combined.’’ Deliberately folding the 
missive in its original creases, the 
oracle spoke: ‘‘ That man is off. He 
has indigestion. His breakfast has 
not agreed with him. He needs a 
Ripans Tabule.”’ 

“You think that PRINTERS’ 
as good to-day as it ever was?” 

“I do most certainly,” replied Mr. 
Bates. ‘‘ This man evidently does not 
read PRINTERS’ INK, otherwise he 
would never write such a letter. Not 
only is PRINTERS’ INK as good as it 
ever was, but it is better.” 

At this point Mr. Bates took out of 
his pistol pocket a copy of the current 
issue, opened it at the very first arti- 
cle, and in that enthusiastic manner 
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which he only employs when talking 
on a favorite subject, started a running 
criticism on each article, commenting 
upon the value of each to a retailer. 
‘*There are more helpful interviews 
now than ever before. There are 
three departments now where formerly 
there was but one. PRIN: ERS’ INK 
gathers and reproduces the best of all 
that appears. ‘Che matter is condensed 
and ready for digestion and assimila- 
tion. One does not have to wade 
through a bushel of chaff to find a 
grain of wheat. Mr. Dixey’s depart- 
ment is good. It shows more pains in 
preparation and presentation than in 
former times. A week does not pass 
wherein a retailer may not pick out of 
the dozen or more samples presented 
some advertisement which with a few 
changes can be made to suit his busi- 
ness as well as if it were written for it 
specially. The trouble with the ordi- 
rary retailer is, he don’t know enough 
to change these ads to adapt them to 
his peculiar needs. Asa class retail- 
ers are hard to please. No paper can 
satisfy them all. There are three 
dozen different sorts of retailers in the 
United States. No matter what I say 
about a retail grocer’s advertising, I 
can use the very same matter with a 
few changes in the wording and make 
it applicable to dry goods, candy, 
shoes, clothing, meat or any other de- 
partment of trade. ‘Ihe average re- 
tailer can not see that. To reach a 
shoe man he thinks I must head my 
article, ‘‘ Shoe Advertising,” to reach 
a druggist I must label it, ‘‘ Drug Ad- 
vertising,”’ or the shoe dealer or the 
druggist will not use it. ‘They don’t 
realize that there are certain general 
principles that cover all advertising. 
No one paper can go into every pos- 
sible detail. I should never try to. 
A paper like PRINTERS’ INK covers 
the field in a general way, and 
comes as near to perfection in doing 
so as any paper can. The retailer 
must learn to think, He must use a 
little common sense. 

‘*Mr. Jones’ department covers the 
general management of stores. He 
is an able man and has had the ex- 
perience necessary to enable him to do 
this work better than any one else. 
He is doing a good service in a won- 
derfully clever manner. 

‘*Tn my own department,’’ continued 
Mr. Bates, ‘‘I give the retailer, when 
he applies to me, all the criticism and 
helpful suggestions I can. My policy 
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is to handle the matter of criticism 
without gloves; that is, to tear the 
whole advertisement apart and criticise 
it, as I see it, with no regard at all for 
the feelings of the fellow who wrote it. 
I do not believe in ‘jollying’ and 
‘soft soaping ” a man when his work 
is really bad. The world never ad- 
vanced in any one direction without 
some one getting rapped over the 
knuckles. Iam at all times open to 
suggestions, and always when I see a 
way of improving PRINTERS’ INK I try 
to bring it about.” 

When the Little Schoolmaster left 
the towering heights where Mr. Bates 
reigns supreme, he wended his way 
along Park Row to the offices of that 
other satellite in the advertising firma- 
ment whom the knowing ones desig- 
nate as Jones. No sooner had Mr. 
Jones read the letter from the paper 
with the ‘‘ largest morning circulation 
in Alabama” than he threw it down, 
and with a laugh said: ‘* That man 
don't read PRINTERS’ INK.’’ Then he 
added, speaking of himself, ‘tI have 
been reading PRINTERS’ INK for ten 
years. When I started I knew prac- 
tically nothing about advertising. I 
am now given credit for knowing a 
great deal. Ten years ago PRINTERS’ 
INK could teach me, and not a day 
passes now but I learn from it some- 
thing new. If I have increased in 
knowledge fifty per cent, PRINTERS’ 
Ink has increased one hundred per 
cent. In my candid opinion, the re- 
tailer who can not learn from PRINT- 
ERS’ INK how to prepare his advertise- 
ments, and thus extend his business, is 
very dull,and that, after all, is just what 
is the matter with nine out of every 
ten of them. They do not stop to 
think—they do not want to think. 
They would like to have PRINTERS’ 
INK come to them every week with an 
advertisement in it which would ex- 
actly suit their peculiar business. 
Even then some of them would think 
it did not fit because the name in the 
ad was not his own name. They do 
not consider that there are nine hun- 
dred and ninety-nine other retailers, 
and that an advertisement can not be 
published for each separate individual. 
The retailer with any brains at all will 
try to write an ad himself and practice 
at it until he can take any one of those 
appearing in Dixey’s department, and 
by simply changing it a little, makeas 
good an advertisement out of it as 
could be written specially for the in- 
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dividual business he is interested in, 
I suppose,” continued Mr. Jones, “‘ the 
average retailer would think PRINTERs’ 
INK about the best paper on earth if 
he could depend on seeing in it each 
week an advertisement just to suit him, 
with his own name and street number 
already in place—just the advertise- 
ment he could clip out and send to his 
paper with no comment, revision or 
trouble. He fails to grasp the idea 
that PRINTERS’ INK’s mission is that 
of a schoolmaster who teaches his 
readers to think for themselves.” 

As Mr. Jones paused here to get 
breath, the Little Schoolmaster took 
the opportunity of asking, ‘‘Do you 
think the reading matter in PRINTERS’ 
INK is as good as formerly ?”’ 

**T think it is better, very much bet- 
ter. I see no way of improving it. 
The paper is as near perfection as it 
can be made.” 

Mr. Herzberg, the managing editor, 
expressed himself of the same opinion 
as Bates and Jones. ‘‘The paper,” 
in his opinion, ‘‘is as near perfect asit 
can be made. If any one could sug- 
gest an improvement in the way of 
helping the retailer we would take up 
the matter and push it to perfection. 
On the whole it is a pretty good all- 
around paper for retailers now. 
Any one can find in its columns more 
information about advertising than in 
any other paper published. For $5 a 
year,” he said, ‘‘a retailer may get 
from PRINTERS’ INK $500 in benefit.” 

After hearing these several opinions 
the Ltttle Schoolmaster gathered 
around him his most confidential ad- 
visers and, taking in hand the current 
volume of PRINTERS’ INK, compared it 
with those of five or six years ago. 
Article after article was compared, 
issue after issue dissected. When the 
consultation closed and the criticism 
was all noted, everybody seemed to 
coincide with Bates, Jones and Hers- 
berg that PRINTERs’ INK is as near 
the perfect paper for the retailer as it 
is possible to publish, unless one would 
turn out ‘‘a paper for each trade.” 

In conclusion, it was decided to 
suggest to the publisher of the ‘‘ morn- 
ing paper having the largest circula- 
tion in Alabama” that he say to his 
customers : No matter how perfect the 
nursing bottle or how full of milk, the 
baby will never derive any benefit 
from it unless he can be taught to put 
the nipple in his mouth and has enter- 
prise enough to suck, 
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BUSINESSES INADEQUATELY AD- 
VERTISED., 
NO. XIII.—PUBLIC STABLES. 


Every big city has a number of pub- 
lic livery stables but very few of them 
are advertised in the daily newspapers. 
In many places they are not advertised 
at all. If you ask why, you will be 
told that each stable has a select and 
exclusive circle of customers who keep 
dealing there right along. But the 
proprietor will not deny that he could 
do much more business, that he would 
be glad of a few, probably a good 
many, more customers. Nevertheless 
he does not seem to think that news- 
paper advertising would bring them to 
him. At any rate he disdains to ad- 
vertise except in hisown peculiar way. 

This is, to send outa circular at cer- 
tain seasons of the year, delivered 
either by mail or by hand, toa select 
list of residents in his own immediate 


WANT A HACK ? 


When you ard your friends are in 
want of a hack, ora dozen hacks in a 
hurry, day or night, ring us up and we'll 
fix you with the best service in the 
city for little money. Fast horses, strong- 
ly built conveyances, sober and careful 

rivers. We are patronized by the best 
people because we give the best serv- 
ice. Estimates furnished free. Horses 
boarded by the week or month. 


Telephone 4-11-44, 


ACME LIVERY STABLES, 
AVENUE J. 














neighborhood—those that he thinks to 
be likely customers. With that effort 
hisadvertising usually begins and ends, 
and he expects that circular to be re- 
membered by its recipients whenever 
afterwards they may wish to board a 
horse or desire the services of a coach. 

As a general rule, when a person 
wants any particular article nowadays 
and does not know exactly where to 
go for it, he consults the advertising 
columns of the newspapers, certain in 
his own mind that the desired goods 
can be found mentioned therein. He 
does not wait for circulars to be mailed 
to him about it, and occasional cir- 
culars can not be expected to act as a 
permanent ad anyhow. 

When we consider this business in 
its dual aspect of boarding horses and 
providing horses and conveyances for 
hire, we see that it can undoubtedly be 
helped by good newspaper advertising. 
Apart from the fact that there are al- 
ways new comers settling in a neigh- 


borhood, some at least of whem require 
stabling and storage for their horses 
and carriages, there are many reasons 
why people who have their horses 


COING 
TO THE 
WEDDINC? 


You can go “in style”’ economically if 
you'll let us attend to your “rig.” 

The handsomest horses and the most 
elegant carriage with quick and careful 
driver for wedding or other occasion. 
Best service in town at the most reason- 
able price. Send or *phone for estimate. 
Horses boarded by the week or month. 

Telephone 4-11-44. 


ACME LIVERY STABLES, 
AVENUE J. 














boarding at a particular stable might 
wish to change. Slow or inefficient 
service, impudence on the part of em- 
ployees, overcharge or other cause 
might determine a customer to take 
his trade elsewhere. The circular 
might do the trick if it arrived about 
this time, but that is a mere matter of 
chance. If the offended party could 
see some good livery stable advertising 
every day in the papers it would be 
almost sure to catch him. 

But as for the hiring of horses and 
carriages, they are wanted by many 
people every day and at all hours. 
Wedding, birthday and theater parties, 
shopping excursions on wet days, holi- 
day trips on fine ones, hurried business 
journeys from one part of town to an- 
other on all kinds of days—there is a 
vast business to be picked up by a 
well advertised livery stable. 

Moreover, it is a well-known fact 
that this business, properly attended to, 
is a very profitable one, and one which 
would allow a good margin for the ex- 


THEATER PARTIES 


Requiring open or closed carriages, 
splendid appointments, prompt and 
efficient service, with careful drivers, 
should write or ’phone us for estimates. 

We guarantee to give better, cheaper 
and quicker service than any other 
stable in the city. All kinds of con- 
veyances for every occasion, with strong 
and swift horses. Horses boarded by 
the week or month. 


Telephone 4-11-44. 
ACME STABLES, 
AVENUE J. 














pense of newspaper advertising from 
the extra trade such publicity would 
certainly bring. The plea that it 
wouldn’t pay to advertise is therefore 
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not admissible, because it is not true. A 
series of ads modeled something after 
the style of those shown in this article 
might be used to advantage. 

It has been said by some livery 
stable keepers, ‘‘ there is so much com- 
petition that we can not afford to ad- 
vertise.” To which I reply: ‘‘If 
your competitors are not advertising 
all the more reason why you should, 
and if they ave advertising your best 
chance is to advertise better than they 
do.” I don’t believe very much in the 
competitors that do not advertise. 
The rivalry can not be very keen un- 
der such circumstances, for if any one 
wished to get ahead of the others the 


HAVE YOU A HORSE ? 


Does it receive the care it should 
where you board it? Is it properly fed 
and kept in thorough order? It is your 
property and you ought to concern 
yourself about it. 

If you have reason to think that it is 
not being properly cared for, that it is 
being ill-treated or that the charge for it 
is exorbitant, just bring the animal to us 
and we will satisfy you at a low cost. 

Horses and conveyances for hire. 

Telephone 4-11-44. 


ACME LIVERY STABLES, 
AVENUE J. 














path is plain to him through newspa- 
per publicity. The competition is not 
worth calling such that is conducted 
without advertising. 

Joun C. GRAHAM. 
+o, 


IT IS ALL A MUDDLE, 


PRINTERS’ INK recently communi- 
catel with all the newspapers named 
in the membership of the American 
Newspaper Publishers’ Association, in- 
closing for the consideration of each a 
list of the entire membership, after 
having carried out against the name of 
each paper its price per thousand issues 
for inserting a full-page advertisement. 

The prices varied from $2.18 in the 
Cincinnati Post to $75 in Waterbury, 
Conn., American. Other papers stood 
at all points between $2.18 and $75 for 
the same service. 

Every publisher was asked his rea- 
son, if he had any, for believing that 
to a general advertiser a thousand 
copies of his paper are worth more 
than a thousand copies of one or more 
of those that charged less, and each 
was particularly requested not to an- 
swer until he had taken occasion to ex- 
amine recent copies of the papers which 
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charged less for the service, and then 

if convinced that his rates are too high 

or those of the other papers too low, 
he was asked to say so, and tell how 
much and why. 

The same communication was also 
addressed to the New York special 
agents of those and other papers, and 
likewise to the publishers of papers 
that act as guardians over the interests 
of newspaper men, such as Ad Sense, 
Fame, Profitable Advertising, Brains, 
Art in Advertising, Hustler, Adver- 
tisers’ Guide, National Advertiser, Ad- 
vertising Experience, New England 
Editor.and several others. 

The subject did not arouse any en- 
thusiasm, and the replies that came in 
were not numerous, 

Of all the communications received, 
the only one that dealt squarely with 
the subject came from Mr. J. D, 
Lorenz, Eastern agent for the ews of 
Galveston and Dallas, in the State of 
‘Texas, and this is what he said : 

Advertising space like anything else is 
good, bad and indifferent. A circular might 
be produced for 6 to 8 cents a chousand and 
in quantity, but in rine times out of ten 80te 
go cents is paid. We are sellers of adver- 
tising space, not buyers. We have no trouble 
to sell what we produce at our price, which is 
proportioned on the cost of production. 

Mr. Lorenz might have added that 
the man who pays 80 to go cents for 
what the other buys for from 8 to g is 
generally as well satisfied ; and the fact 
that for 8 cents one buys a better 
article than the other gets for go is not 
considered a circumstance worthy of 
the slightest consideratjon. 

There is no other commodity bought 
and sold of which buyer and seller are 
so absolutely ignorant of its value as 
newspaper advertising. Space of the 
same quality is daily sold at prices vary- 
ing as widely as the difference between 
a cent and a dollar, and neither buyer 
nor seller knows whether he is paying 
too much or accepting too little. 

Ss 
WHY HOTELS SHOULD ADVERTISE. 
Simeon Ford, proprietor of the Grand 

Union Hotel, New York City, believes in 

advertising. He says: i. 
“The landlord who is going to survive is 

the one who will run his house better than 

the average and then let the public know 
about it through the medium of skillfully 
contrived and skillfully placed advertise- 
ments. When he succeeds in luring the pub- 
lic into his hotel he must fulfill the promises 
made in his advertisements to the letter. 

The simple announcement of the name and 

location of his hotel won’t induce folks to 

tumble over each other in their efforts to get 
in. He’s got to give them some reason for 
coming.”’— Utica (N. Y.) Daily Press. 
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PRINTE 


ILLUSTRATIONS AND DISPLAY. 
By Bert M. Moses and C. Dan Helm. 
“THIRD ARTICLE—ZINC ETCHINGS. 

Bill Nye once said that Wagnerian 
music should not be judged by its 
sound; that it was better than the 
sounds would lead ordinary mortals to 
believe. 

Bill would probably have placed the 
same estimate upon an _ engraver’s 





SAMPLE 1, 


MAGIC LANTERNS 


SAMPLE 2, 


proof, which ought not to be judged 
by its looks. It is a most deceptive 
thing. It is printed by hand on 
heavy enameled paper, with first class 
ink. ‘The inexperienced man smiles 
with pleasure upon it. In his mind’s 
eye he sees his ad sticking out of the 
papers just as conspicuously as he sees 
the picture on the proof. 


r [SAACTHOMPSON) 


SAMPLE 3. 





TEWA 
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will be muddy. Around the edges 
will appear rather indistinct lines 


NO MORE TOOTHACHE 


TIFRICES 


PLINIR-POWDER-PASTI 


\ CHUNS’ DENTIERICES 





SAMPLE 4. 


which were not seen in the original 
proof, and there will be spots of black 
in the spaces that ought to be white. 
Shallowness is the cause. 
* * 
* 

After the engraver has his plate 
ready for etching he submits it to an 
acid bath. This mechanically eats 
away those parts of an illustration in- 
tended to show in white. Each appli- 
cation of the plate to the acid bath 
is called ‘‘ taking a bite.” It 
takes time to ‘‘take bites.’’ An 
engraver’stime, likeevery man’s 
time, is money. The more bites 
he takes, the more time he con- 
sumes. That is why it is to his 
interest to take as few bites as 


Iafflicted wi possible. 
5 The experienced advertiser 
USE insists upon an extra ‘‘ bite”’ 


SAMPLE 5. 






If afflicted with ‘ 
BS Ny ISAACHOM 
sc 84 CTRoMPSONS EVE WATE 
SAMPLE 7. 
The man of experience merely 
glances at the proof. What he wants 
tosee is the etching itself. This he 


scans with critical eye. The first thing 
to be noted is depth. No practical 
man will accept a shallow etching He 
knows that when electrotypes made 
from it are printed on cheap paper 
with cheap ink, the result will be little 
better than a daub, The impression 


on engravings made for him, 
particularly if they are to be 
used in newspaper work. This 
costs a little more, but it is 
worth a great deal more. It is 
the old story of paying the few 
cents extra to get the. best. 
Those few cents count for as 
much as the entire original cost for or- 
dinary work. 

There are other faults about etch- 
ings besides shallowness, but that is the 
principal one. Insist always upon deep 
sharp etchings, and *’ take no other,” 
as the patent medicines folks say 

* 






Sample 1 shows two things: First, a 
shallow etching: second, the folly of 
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ing changed a little in the effort to 
make the meaning of the ad plainer. 
+ *& 


Very often it is advisable to resort to 
indentation rather than use borders. 
There is a certain simplicity in such 
composition that can be secured in no 
other way. Take Sample ro as an ex- 


Danger 
in Delay 


It is one of the absolute impossi- 
bilities of the world to cure the roots 
by lopping off the leaves, Those 
who treat Catarrh with sprays, 
washes and inhaling mixtures, 
should know that these remedies 
reach only the surface, and can 
nevercurethem. Catarrhinvariably 
leads to Consumption, and to delay 
the proper treatment is to invite this 
dreaded disease. 


Catarrh 


comes from diseased blood. Sprays 
and washes won't cure it, because 
they do not reach the roots of the 
trouble. There is no use experi- 
menting with the abominable dis- 
ease called Catarrh. There is no 
tise losing time. 

If you want to get well again, 
take Swift’s Specific(S.S.S.) right 
away. It goes down to the bottom— 
down tothe roots—down to the foun- 
dation of all blood disorders, com- 
pletely curing Catarrh, Cancer, 
Scrofula, Contagious Blood Poison, 
Rheuniatism and Eczema. 


Send for full particulars about the cfr- 


ing of all Blood 
troubles to the 
Swirt Speciric re 
Co., Atlanta, Ga. 


SAMPLE 10. 


ample. It would be hard to lose that 
ad in a newspaper, no matter where 
the ‘‘ make-up” places it. When put 
into preferred position, with reading 
matter on two or three sides of it, its 
strength and simplicity can be readily 
8 








een. 
There is nothing complicated about 


such typesetting. Any apprentice could 
do it if he had copy like it before him, 
but not one printer in twenty would 
get an equally strong effect if the manu- 
script were handed him with instruc. 
tions to go ahead and do the best he 
could with it. It would be pretty safe 
to bet that simplicity would be the last 
thing he’d think of. 
* % 

* 

The mistake made by most begin. 
ners in advertising (and some advertis- 
ers never get over inaking the same 
mistake) is that of trying to display 
everything. The consequence is that 
they display nothing. They imagine 
that display means big type, when it 
doesn’t mean anything of the kind, 
True display is strong contrast—a nice 
balancing of black and white. 

* % 
* 

Printers are sometimes to blame for 
trying to display everything, but the 
man who prepares the copy is the most 
frequent offender. He sails in, scrib- 
bles down his words, and draws his 
pencil under more than half of them 
to indicate emphasis or display. The 
poor printer tries to follow the copy 
and please the advertiser, and the con- 
sequence is a mass of black, ugly types 
that resemble the howling of a mob, 
There is plenty of noise, but you don't 
know what is being said. As Bob In- 
gersoll says of a bass drum, ‘It’s all 
sound and no sense.” 


icant: aibibibi-tecindeoner 

MEDICINE, SOAP AND A MORAL, 

Notice the proprietary medicine advertise- 
ments. As a rule, they are in solid, dull- 
looking masses of small type—the very op- 
posite of what is so os supposed to be 
the proper way to advertise. And this class 
of advertising is not done carelessly, No 
class of people spends more money in this 
way or gets a better return from it. They 
know that people who are afflicted with the 
diseases which they profess to cure are anx- 
ious for all the information they can get on 
the subject, and it is true economy to give 
them as much reading matter in as little 
space as possible. On the other hand, the 
soap men, who form another class of very 
large advertisers, must appeal to readers who 
are not interested, and whose attention, 
therefore, must be attracted. They appeal 
to the eye, and think nothing of taking up 
$1,000 worth of space with a picture accom- 
panied by only a few words. All of which 
goes to show that each man’s advertising 
must be studied by itself, and that what is 
best for one may be worst for another.—PAil- 
adelphia Ledger. 


+> 
KNEW HIS BUSINESS. 

“You think you understand the advertis- 
ing business, do you ?”’ 

* Understand it! Why, I could keep any 
man’s name before the public—even if he 
were the Vice-President of the United 
States.”—Baltimore Life. 
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trying to get good display by using results. In an etching of that kind 
small white lettering on a black back- the letters usually fill up, or the back- 


ground. : 
Note in particular that part of the 





NO MORE TOOTHACHE 


iF YOU USE THE 


DENTIFRICES 


OF THE REVEREND FATHERS 


BENEDICTINS 


oF SOULAC, FRANCE. 
BENEDICTIN DENTIFRICE will pre- 
serve the TEETH and create perfect 
hygiene of the Mouth and Throat. 


ELIXIR-POWDER-PASTE. 
Free samples, sufficient for 10 days 
trial, postpaid, on receipt of 8 cents. 
BENEDICTINS’ DENTIFRICES, 


464 BROOME STREET, 
NEW YORK. 

















SAMPLE 6. 


sample showing the bell. Under the 
words, ‘‘ They have a tone,” and over 
the words, ‘‘ that’s all their own,”’ is a 
line that does not belong there. It is 
a ‘‘ridge” left after the first ‘‘ bite’’ 
on the etching. On other parts of the 
bell there is a dark, muddy, dauby 





Diogenes 


would have needed two lhnterns, 
searchl’ shts, at that, to have found 
“the honest man” if looking 
among the persons selling 


“OLD CROW 
RYE” 


ae than the first-class dealers): 
filled and imitation bottles are as 
plenty as sands on the seashore. 
The more popular the article the 
more it is imitated ; 

Buy only of reputable dealers. 


H. B. KIRK & CO., 


69 Fulton St. A'so Broadway and 27th St. 





SAMPLE 8. 


effect. That is the effect of a shallow 
etching. 

Don’t put small white letters on a 
black background if you want good 


ground is apt to ‘‘run gray,’’ and that 
weakens the effect of the small white 
letters. Very frequently the impres- 
sion is so indistinct that it can not be 
read. ‘‘When in doubt, use black 
letters.’ Thatis a pretty safe rule to 
follow. 

Of course, it is different when larger 
letters are used, as Sample 2 shows. 
The effect there is better than black 
would be on white. Samples 3 and 4 
are further object lessons teaching the 
wisdom of what we have been saying, 
while Samples 5 and 6 show the effect 
when the colors are reversed. Sample 


DIOGENES 


searching for an honest liquor 
seller, would discover none out- 
side of first-class dealers, but he 
would find thousands selling 
what they dishonestly call 


Old Crow Rye 


Refilled and imitation bottles are 
as plenty as sands on the sea- 
shore. Old Crow Rye is widely 
imitated because it is widely 
popular. Reputable dealers sell 
the genuine. 


H. B. KIRK & Co., 


69 Fulton St. Broadway and 27th St. 








SAMPLE 9. 


7 is the same as Sample 3, except that 
the etching is deeper. It is as good an 
effect of small white letters on a black 
background as can be secured. 


* 
*y 


The typesetting in Sample 8 can be 
improved by letting the display lines 
run flush to the left and indenting the 
rest of the matter one em. For the 
benefit of those who do not understand 
these terms, it can be said that ‘‘ in 
denting” means to throw the lines in 
from the extreme edge of the ad, leav- 
ing a blank space. Sample 9 shows 
how the ad in question can be im- 
proved by indentation. Different dis- 
play type has been used, and the word- 
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THE CIRCULATION DEPART- 
MENT. 

It IS AN INDEX TO THE PAYING QUALI- 
TIES OF A NEWSPAPER AS AN ADVER- 
TISING MEDIUM. 


If I were an advertiser and wanted 
to know beforehand if I would get my 
money’s worth, I would give the circu- 
lation department a close inspection 
and spend accordingly. Contrary to 
all ideas, and opposite to all practice 
as a general rule, it is the circulation 
department that makes the paper, not 
the paper that makes the department, 
and as soon as this fact is realized by 
the publisher and is acted upon, an 
increase of circulation soon follows. 

There is no instinct planted within 
the human breast by which man can 
tell which is the best paper ; no knowl- 
edge is given him by which he is en- 
abled to decide in advance what will 
pay him best to read, and it is the duty 
of the circulation department to decide 
for him and to convince him that its 
paper is what he wants. The duties of 
the department are many and varied, 
but they all lead to one point—circula- 
tion, and the paper with a good circu- 
lation department is by far the one that 
is apt to get before the public and stay 
before it with a steady enlargement of 
its number of readers rather than one 
that is without this department or has 
a very indifferent one. Ia a well man- 
aged department the slightest detail is 
looked after and advantage is taken of 
every opportunity. The paper is care- 
fully read for anything of an interest- 
ing or startling feature, and if out of 
town is the seat of some event out of 
the ordinary, out go the men with the 
paper to be sold, and this is followed 
up with a thorough canvass. Two or 
three hundred steady readers are ob- 
tained, two or three new newsdealers are 
added, and the editor gets the praise. 
Every new time table issued by the 
railroads is carefully studied and ad- 
vantage taken of making distant towns 
earlier, every scheme that is offered is 
looked into, and hundreds tried thor- 
oughly before an opinion is even given. 

The public is lazy and very indif- 
ferent as a whole, and if you want your 
paper read, it must be placed so that 
the public can get it easily and with- 
out much thought. You do the work 
and let the public do the buying. 

No more striking example of the 
effectiveness of a circulation depart- 
mefit can be seen in New York City 


Journal, not yet three years old 
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York 
under 
its present management, and leading 
all of its contemporaries, with the 
exception of one, and that only leads it 
now on Sundays, and it will have to 
hustle rather lively if it wants to main- 
tain its lead, for if the Journal keeps 
increasing as it has for the last few 
months, it will lead every paper every 
day in the year. It is a costly affair— 
anything that S. J. Richardson has to 
do with will cost money—but that it 
pays there is not the slightest doubt. 
Three years ago there were about 
seven hundred dealers out-of town 
handling the Jowrna/ ; to-day there are 
nearly ten thousand country dealers 
that handle it and must pay their bills 
promptly or be ‘‘cut.” Three years 
ago it cost about two hundred and fifty 
dollars per week to run the depart- 
ment; to-day it costs nearly fifteen 
hundred dollars a week. 

Sixteen menare on the road ‘‘ boom. 
ing circulation.” A still larger force is 
constantly doing the same thing in the 
city. Every little town is looked after 
and every section of the city is attended 
to, no stone being left unturned by 
which Mr, Richardson might lose a deal- 
er. Everything is done for circulation, 
and circulation means hustle. Other 
departments can take a rest, but the 
circulation department never rests night 
and day. Always it is work, work, 
work, and it never ceases. When one 
scheme plays out try another, and keep 
trying, for, like everything else, there 
is no royal road to circulation, 

In striking contrast to the /Jownal 
is the ress, a paper that should be 
away up in circulation, and especially 
in the country ‘‘above the Harlem.” 
It can not advance the price argument 
likethe 7ridune or Herald, for it is one 
cent a copy and it is on what they claim 
is the majority side--Republican. It 
is lively and it is interesting, but it 
lacks the push that a good circulation 
department could give it. It makesa 
claim of having gained circulation dur- 
ing the latter part of last November 
and the first part of the following 
month, but so do several other papers 
without circulation departments, which 
print at the head of the editorial page: 
‘*This paper has the largest circula- 
tion of any paper published,” or words 
to that effect. 

I know that it is the practice of pub- 
lishers who do not have a circulation 
department, or at least have only an 
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apology for one, to talk a great deal 
about quality and not quantity, and to 
say that every reader is a buyer, but if 
the advertiser would only stop and 
think for a moment he would realize 
that the paper with the circulation de- 
partment gotits readers by advertising, 
and that they, the readers, were im- 
pressionable and ready to be convinced 
if approached in the right way, while 
the chances are ten to one that the 
readers of a paper that is behind the 
times in enterprise and desire for ad- 
vancement would require a great deal 
of talking to convince them to change 
their ways. C, E. SwWEZzey. 


a : 

HIS FRIGHTFUL DEPRAVITY. 

Mr. Artemas Ward, with that svpe- 
riority to all things, whether of heaven 
or earth, for which he is famous, pros- 
titutes the columns of his infinitesimal 
journal called Fame—a name _ he 
smouched from one of PRINTERS’ INK’s 
earliest babies, born in London—ad- 
vises the public that ‘‘opinions of 
judges or the decrees of courts’’ must 
yield to what he denominates ‘‘the high- 
er law,’’ and deprecates that any one 
should seek ‘‘to reap where some one 
else has sown,” forgetting that this very 
practice is inculcated by Him who is 
The Great Lawgiver, the origin of the 
higher—the highest law. For Mr. 
Ward’s instruction PRINTERS’ INK begs 
him to polish his glasses with Sapolio 
and read : 

PARABLE OF THE TALENTS. 
Matthew 25, 14-30 inc. 

For the Kingdom of Heaven is as a man 
traveling into a far country, who called his 
own servants, and delivered unto them his 
goods. 

And unto one he gave five talents, to 
another two, and to another one; and to 
every man according to his several ability ; 
and straightway took his journey. 

Then he that had received the five talents 
went and traded with the same, and made 
them other five talents. 

And likewise he that had received two, he 
also gained other two. 

But he that had received one went and 
digged in the earth, and hid his lord’s money. 

After a long time the lord of those servants 
cometh, and reckoneth with them. 

And so he that had received five talents 
came and brought other five talents, saying, 
Lord, thou deliveredst unto me five talents ; 
behold, I have gained beside them five talents 
more. 

His lord said unto him, Well done, thou 
oed and faithful servant; thou hast been 
aithful over a few things, and I will make 
thee ruler over many things ; enter thou into 
the joy of thy lord, 

He also that had received two talents came 
and said, Lord, thou deliveredst unto me two 
talents—behold, I have gained two other tal- 
ents beside them. 

jis lord said unto him, Well done, good 





and faithful servant ; thou hast been faithful 
over a few things, I will make thee ruler over 
many things; enter thou into the joy of thy 
lord. 

Then he which had received the one talent 
came and said, Lord, 1 knew thee that thou 
art an hard man, reaping where thou hast not 
sown, and gathering where thou hast not 
strawed. 

And I was afraid, and went and hid thy 
talent in the earth—lo, there thou hast that is 
thine. 

His lord answered and said unto him, Thou 
wicked and slothful servant, thou knewest 
that I reap where I sowed not, and gather 
where I nave not strawed. 

Thou oughtest therefore to have put my 
money to the exchangers, and then at my 
coming I should have received mine own with 
usury. 

Take therefore the talent from him and 
give it unto him which hath ten talents. 

For unto every one that hath shall be given, 
and he shall have abundance—but from him 
that hath not shall be taken away even that 
which he hath. 

And cast ye the unprofitable servant into 
outer darkness—there shall be weeping and 
gnashing of teeth. 

Let Mr. Ward take note and hump 
himself—while there is time. 

While the lamp holds out to burn 
The vilest sinner may return. 
+--9—__—_— 
NEWSPAPER COPYRIGHT. 

A large number of the daily publications, 
like the New York Herald, Sun, World and 
Journal, copyright their editions for a year 
ahead. They file on January rst two copies 
of the heading of the paper bearing the date 
of each day in advance, just as if they had 
been torn from papers already published. 
This copyrights each issue when published. 
When this is done, a deposit of several hun- 
dred dollars is made, to be used as the days 
go by. These moneys are called “trust 
funds.”” They are held by the Register, and 
can not be turned into the Treasury in bulk. 
If that were done, and a newspaper ceased 
copyrighting, and called for its unused 
money, the Register would have to pay the 
unexpended balance out of his own pocket. 
It would take a special act of Congress to al- 
low the Treasury to repay such money. The 
Register therefore has to keep a complicated 
set of books, so as to pay into the Treasury 
each week the fees for business executed, and 
to know what balance is due each firm that 
deposited in advance.— Ev'ry Month, 

~ +o 
WHAT HE RECEIVED. 

A week ago I wrote to each paper in San 
Francisco asking them for a sworn statement 
of their circulation. My clients think that it 
is due to them to know exactly what circula- 
tion a paper has; how many in the city and 
how many in the country. Yet, although 
these papers were asked in a very business- 
like manner to state their circulation, the 
Examiner and Chronicle entirely ignored 
the application; the Cad/ refused to give an 
affidavit, the Post just marked in pencil some 
figures which meant nothing, and returned 
my letter to me; the Aefort gives a sworn 
statement signed by its superintendent of the 
press room, and the Sudletin gives a sworn 
affidavit of its Caily circulation for three 
months, sworn to by its business manager, 
and really the Bud/etin’s affidavit is the only 
legal document which would satisfy an ad- 
vertiser,—Profitable Publicity, 
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WHAT SOME PUBLISHERS ASSERT. ' 


‘* said in my haste all men are liars.’ 


The paragraphs in this department are inserted without any 
A publisher who has a good story is invited to tell it as tersely as 


payment. 


’'—Psalm cxvi., U1. 


charge or 


he can, setting up the most substantial claim he habitually uses to influence 


advertisers. 


his own, there will be no objections to comparisons. 
sends is published as coming FROM HIM. 
paper all he likes, for what is wanted is what can be said in its favor. 


Although a publisher need not necessarily refer to any paper but 


What the publisher 
It is his privilege to praise his own 
What 


he does say, however, ought to be true—adsolutely. 


ARKANSAS. 

Fort Smith (Ark.) 7imes-Sun (2).—Is the 
leading paper of this section and we are 
guaranteeing 1,463 copies daily circulation. 

Siloam Springs (Ark.) Republican (3).— 
Average weekly circulation 1,100 copies. 

CALIFORNIA. 

Eureka (Cal.) Western Watchman (1).— 
Has the largest circulation of any paper 
printed on the Coast north of San Francisco. 

Los Angeles (Cal.) Evening Express (1).— 
Has almost doubled its circulation inside of 
twelve months and is still growing very fast. 
Guarantees its advertisers a much larger 
circulation in Pomona than that of all the 
other Los Angeles newspapers combined. 

COLORADO. 

Denver (Col.) Z/lustrated Sentinel (1).— 

13,000 weekly paid circulation. 
GEORGIA. 
Columbus (Ga.) Sunday Herald (1t).—Larg- 


est circulation of any Columbus paper. Best 
advertising medium in West Georgia. 
IDAHO. 
Salubria (Idaho) //aho Citizen (1).— 


Reaches many homes in the mountain val- 
ley of Idaho where no other paper is taken, 
and consequently is valuable as an advertis- 
ing medium. 

ILLINOIS. 

Charleston (Ill.) Plaindealer (1).—Com- 
bined circulation of daily and weekly Plain- 
dealer over 2,000 larger in Coles County than 
any other paper published. 

Chicago (Ill.) Narod Polski (1).—Guaran- 
teed circulation over 10,000 copies per week. 

Chicago (IIl.) Ram’s "Horn (1). —Absolute, 
uncompromising honesty is the rule of the 
Ram’s Horn. We have no place on our staff 
for a circulation liar. Any one who has a 
right to be interested may see our post-office 
receipts, paper bills, mailing list ; talk to the 
pressman, or use any other means to satisfy 
himself that we tell the truth and the whole 
truth. 

Kankakee (Ill.) Times (1).—The largest 
circulation in this Senatorial District 

London Mills (Ill.) London Times (1).- 
Covers more territory in South Knox and 
North Fulton and does it better than any 
other two papers published. 

INDIANA. 

Brownstown (Ind.) Banner (1).—Largest 
circulation"of any paper in Jackson County. 

Indianapolis (Ind.) Sentinel (1).—Largest 
circulation of any morning paper in the State 
of Indiana. 


OWA. 
Davenport (Ia.) ys Reform (x). —The 


EXPLANATIONS. 

(1) From printed matter emanating from 
the office of the paper and used in connec- 
tion with its correspondence. 

(2) Extract from a letter or postal card. 

(3) Extract from the columns of the paper 
appearing either as advertising or reading 
metter. 

(4) By word of mouth by a representative 
of the paper. 


circulation of the semi-weekly Jowa Reform 
in thecity of Davenport is larger than that 
of any other German publication. The 
weekly Towa Reform tas second large st cir- 
culation of all German publications in the 
State. 

Fort Madison (Ia.) Evening Democrat (1), 
—Has long been the official county paper 
because of its greatest bona fide circulation, 

ee nai (Ia.) Bee (1).—Sworn weekly cir. 
culation 2,140. 

Marshalltown (Ia.) 7Zmes- Republic an (1), 

The present circulation of the semi-weekly 
exceeds that of one year ago about 60 per 
cent, and the increase on the daily is about 
30 percent. 

Mason City (la.) Practical Educ ation (2), 
—-Our publication has been 1,000 per issue 
the last three years, and is now increased to 
1,280 per month, We reach the families of 
teachers, sohool officers and other intelligent 
readers. We seek only first-class advertis- 
ing. Rates reasonable. 

Mediapolis (Ia.) News (1).—Largest weekly 
circulation in Des Moines County. 

Mount Ayr (Ia.) News (2).—The _ twice-a- 
week Mews claims this: Is published in a 
town of 1,600 and county of 16,000, and has 
regular semi-weekly issue of 2,000 copies. 
Has as much local news and as much circu- 
lation as any other two papers in the county 
combined. Showsa gain in circulation ever 
year for ‘six years and it is six years old, 
Advertising rates invariable and every detail 
of circulation matters wide open to the 
world. Never used any scheme except 
straight soliciting to get subscribers. 

KANSAS. 

Chetopa (Kan.) Advance (2).—Entered up- 
on its thirtieth volume with the beginning of 
this year. Its present editor helped to get 
out the first issue as a printer and has been 
connected with the paper ever since. The 
dead-beat element has long since been elim- 
inated from the subscription list of the Ad- 
vance, which leaves its present circulation 
first class as to quality. The Advance has 
always been carefully conducted and well 
edited and many regard it as the best weekly 
in Southern Kansas. It is now more pros- 
perous than at any time in its history and the 
discovery of natural gas here will tend to 
build it up inevery way. 

Oskaloosa (Kan.) 7zmes (1).—Actual cir- 
culation, 1,320 copies weekly. 

Salina ( ans.) Union (1).— Largest circula- 
tion of any paper in Central Kansas. 

KENTUCKY. 
Catlettsburg (Ky.) Democrat (1).—Largest 
PR neonve ily and weekly circulation 
between Wheeling and Cincinnati. One of 
the oldest newspapers in the State, therefore 
one of the best advertising mediums. 

Covington (Ky.) Post (1).—Has the second 

argest circulation in Kentucky. 
MARYLAND. 

Baltimore (Md.) Mews (2).—We are run- 

ning at this time considerably over 30,000, 
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but a conservative estimate of our normal 
circulation is an amount greatly in excess of 
95,000 copies printed, sold and circulated 
each day. The Baltimore Newsis the even- 
ing paper of Baltimore. 

MASSACHUSETTS. 

Boston (Mass.) Church (1).—The only 
Episcopal paper for general circulation pub- 
lished in New England. 

Fall River (Mass.) L’Jndependant (1).— 
The leading French‘ daily published in the 
New England States. The only French 
paper in city. 

MICHIGAN. 

Saginaw (Mich.) Evening News (3).—The 
claim always made by the Evening News 
that its circulation is double that of the com- 
bined circulations of all other Saginaw dailies 
is correct. 

MINNESOTA. 

Madison (Minn.) Zidende (1).—Has a 
larger circulation than any other newspaper 
in the southwestern part of the State. 

Minneapolis (Minn.) /rish Standard (1).— 
The leading Irish-American journal of the 
Northwest. Largely circulated through Min- 
nesota, Wisconsin, Michigan, lowa, North 
Dakota, South Dakota, Montana, Oregon 
and Washington. 

Minneapolis (Minn.) 7#dende (x).—Weekly 
Tidende is the oldest Scandinavian paper in 
the United States. Its circulation is mainly 
throughout Minnesota, Wisconsin, Iowa and 
the Dakotas, the great agricultural district 
of the Northwest, where it is read by all 
classes of people, the gp | of its readers 
being prosperous farmers. aily Tidende 
was established in 1887 and has an exclusive 
field in Minneapolis. It is delivered by our 
own carriers direct to subscribers, making it 
the best medium for reaching the large Scan- 
dinavian population of Minneapolis and 
vicinity. 

MISSISSIPPI. 

Senatobia (Miss.) Democrat (1).—Only pa- 
per published in Tate County. Best adver- 
tising medium in North Mississippi. Its cir- 
culation is 1,500 every week. 

MISSOURI. 

Savannah (Mo.) Democrat (1).—One of the 
best advertising mediums in Northwest Mis- 
souri. Guaranteed circulation, 1,050. 

MONTANA, 

Anaconda (Mont.) Standard (3).—The 
Standard has been so long and so conspic- 
uously the leader in the broad Northwest, in 
respect to circulation, that there would be no 
news in any announcement that might be 
made on that score; for at least four years 
the Standard has been blessed with the priv- 
ilege, every Thanksgiving morning, of giving 

anks because its circulation honestly is 
three times greater than that of any news- 
paper printed within hundreds and hundreds 
of miles of its Montana home. 

NEW HAMPSHIRE. 

Littleton (N. H.) WAite Mountain Repub- 
lic-Fournal (1).— Advertising rates lower 
than any paper in Northern New Hampshire, 
circulation and quality of service considered. 

NEW JERSEY. 

Mount Holly (N. J.) Burlington Co. Demo- 
crat(x).—It has a bona fide subscription list 
which has increased with every issue since 
the first of the year. It claims and honestly 
believes that its circulation in Burlington 
County is larger than that of any Mount 
Holly paper. In support of this claim intend- 
ing advertisers are at liberty to examine the 
lists and see for themselves where the papers 
go. The post-office receipts will show hone 
many pounds of the papers are mailed out of 
the county, and this circulation is believed to 
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be larger than all but one of the Mount Holly 


oo 

estfield (N. J.) Union Co. Standard (1). 
—-Right into the home goes the semi-weekly 
Standard, Your advertising does not cover 
Union County unless you are represented in 
the advertising columns of the Standard. 
Westfield alone has over 4,300 inhabitants 
and the Standard is read by nearly every 
one of them. 

NEW YORK. 

Cortland (N. Y.) Democrat (2).—Estab- 
lished in 1864. Guaranteed largest circula- 
tion of any weekly journal in Cortland 
County. Published every Friday morning. 
Unsurpassed as an advertising medium. 
Touches elbows with merchants, villagers, 
farmers and home and foreign advertisers. 

Elmira (N. Y.) 7elegram (1).—Largest cir- 
culation of any Sunday paper in the State 
outside of New York City. 

Mount Vernon (N. Y.) Mews (1).—Our 
challenge. The bona fide circulation of the 
Mount Vernon News is greater than thecom- 
bined bona fide circulation of any two other 
weeklies and any one daily published in this 
city. We challenge contradiction of this. 

New York (N. Y.) American Agricultur- 
tst (1).— Has twice as many actual paid sub- 
scribers in the Middle and Southern States 
as any other weekly agricultural paper. 

New York (N. Y.) American Machinist 
(t).—Those who have the largest foreign 
business say that the best help that they had 
in getting the orders, and in making the ma- 
chinery successful when put to work, was 
the American Machinist. It is read and 
preserved in most of the a 
‘oe in Europe. We have German too 

uilders advertising in it for German trade— 
best paper for this 

New York (N. Y.) Hearthstone (1).—Aver- 
age circulation for the past six months over 
610,000 copies each issue. 

New York (N. Y.) Humane Alliance (1).— 
During the month of March, 1898, we re- 
ceived more than 24,000 new, paid-in-advance, 
vearly subscriptions. This is only a partial 
record of our success. Watch our growth. 

New York (N. Y.) Ladies’ World (2).— 
The Ladies’ World, S. H. Moore & Co., 
publishers, has, for the twelve months end- 
ing with the April issue, had an average 
circulation of 4c1,500 copies per issue. Its 
circulation is now over 400,000 copies, going 
only to paid-in-advance subscribers or rep- 
resenting copies handled by newsdealers. 
Of this circulation over 90 per cent repre- 
sents subscriptions, By comparing this sea- 
son with those of former years, it is almost 
certain that the circulation throughout the 
summer months will be not less than 425,000 
copies per issue. Advertising not strictly 
reputable is invariably returned to the 
sender. 

Rochester (N. Y.) Union and Advertiser 
(1).—Guaranteed circulation 27,000 daily. 
Our sworn statement is published daily on 
editorial page. Average circulation for 
March 27,372 copies per day. 

Warsaw (N. Y.) Wyoming Co. Times (1).— 
Has 1,000 greater circulation than any other 
paper in Wyoming County. 

Watertown (N. Y.) 7imes (1).—As adver- 
tising mediums the 7¥mes and Xeformer have 
no equal in the territory covered by them. 

Winchester (N. Y.) Democrat (3).—The 
leading local paper. The leader in circula- 
tion. The leader in news. The leader in 
patronage. Three essentials that go to con- 
stitute the leading local paper. The Democrat 
leads in all and is the favorite paper of the 
people. 
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OHIO. 

Akron (O.) Self Culture (2).—Is read in 
the homes of an intelligent, prosperous and 
wide-awake clientele of buyers,in an exclusive 
field, and advertisers truthfully say: “It 
is the best advertising proposition in the 
market.’”” Why? Onaccount of quantity, 
quality, low rates and results. The paid-in- 
advance circulation of Sedf Culture for the 
year 1898 will exceed one million copies, 
direct to the homes of subscribers. 

Cleveland (O.) Press (1). —Northern Ohio’s 
greatest daily. Daily circulation, over 100,- 
000 copies. 

PENNSYLVANIA. 

Beaver Springs (Pa.) American Business 
Journal (1).— Circulation over 20,000 copies 
per month, guaranteed and proven by post- 
office receipts. 

Beaver Springs (Pa.) American Month/ly 
Herald (x).—Circulation over 20,000 copies 
per month, guaranteed and proven by post- 
office receipts. 

Canonsburg (Pa.) Notes (2).—The March 
issue of the American Newspaper Directory 
accords the weekly edition of the Canons- 
burg Notes (daily and weekly) the second 
largest circulation in Washington County, 
which has eighteen newspapers and one 
hundred thousand —— 

Chester (Pa.) elaware Co. Democrat (2). 
—Goes to all of the eighty-five post-offices in 
the county. Only Democratic paper in the 
county. Read by more than eight thousand 
eople. Weekly circulation steadily increas- 
ing. People glance at a daily for local events, 
but read a weekly from top to bottom in their 
spare time. Delaware County is_ thickly 
populated and a rich field for advertisers. 

Chester (Pa.) Delaware Co. Republican (2). 
—Chester, Pa. (population 35,000): We have 
three daily papers, but those who wouid have 

the news at all times read the Nepudlican. 
The Morning Kepublican was formerly the 
old Delaware County Republican, one of the 
oldest papers in the State, having been estab- 
lish in 1833. 

Greenville (Pa.) Mews (1).—-Largest circu- 
lation in the Shenango Valley. 

Harrisburg (Pa.) Vews (3).—Largest guar- 
anteed circulation of any paper — red in 
Harrisburg. Actual average daily circ ula- 
tion for year 1897, 7,435 copies. Total circu- 
lation for February, 228,096 copies. Average 
daily circulation for February, 9,504 copies. 

Pittsburg (Pa.) Nes (1).—The daily aver- 
age circulation of the daily News for the 
month of March was 26,401. 

Pittsburg (Pa.) /7mes (1).—The Times has 
a larger circulation by many thousands than 
any other daily newspaper published in 
Pittsburg. This is admitted even by its 
competitors. The reasons for it are not hard 
tofind. The /imes is a tireless newsgath- 
erer, is edited with extreme care, spares no 
expense to entertain and inform its readers. 
It prints all the news in compact shape, 
caring always more for quality than for 
quantity. It keeps its columns clean, but at 
the same time bright. Nothing that is of 
human interest is overlooked by it. It aims 
to be reliable rather than sensational. It 
believes in the gospel of get there, but it gets 
there with due respect for the facts. Test 
any department of it you choose—political, 
religious, markets, sporting, editorial, so- 
ciety, near town news—and you'll find the 
Times may be depended upon. $3 a year, 6 
cents a wee 

Pottsville (Pa.) Republican (1).—The pop- 
ular family paper. The best advertising 
medium in the anthracite coal region, 

Shamokin (Pa.) Herald (1).—Not only 





claims, but has, the largest bona fide circula- 
tion of any paper published in the four coun 
ties of the Seventeenth Congressional Dis. 
trict, and no circulation liar is employed to 
verify this fact. Our books are open for 
inspection. 

Uniontown (Pa.) News- Standard (1).— 
Daily: The only daily paper in the greatest 
coke county in the world. Weekly: The 
largest circulation of any paper ever pub- 
lished in Fayette County. 

RHODE ISLAND. 

Providence (R. I. ) Ez ening Teleg am (1), 
—No other newspaper in Rhode Island gives 
advertisers as satisfactory returns, hence it 
is but natural that the 7e/egram publishes 
by far more advertising than any other news- 
paper in the State. 

TEXAS. 

Austin (Tex.) Evening News (1).—We 
cover our territory—Austin and Travis 
County—12 hours in advance of morning 
contemporaries. Our sworn circulation state. 
ment for the past year shows our circulation 
has averaged 2,820 copies daily. 

Kaufman (Tex. ) Leader (1).—Has the larg- 
est circulation of any paper published in 
Kaufman County. 

Orange (Tex.) Leader (1).—The largest 
circulation of any paper between Houston 
and New Orleans. 

Port Arthur (Tex.) Herald (1).—Circula- 
tion exceeds 2,000. 

VERMONT. 

Bradford (Vt.) Opinion (1).—Circulation 
2,000, 

Montpelier (Vt.) Vermont Watchman (1).— 
It is tal en by more families than any other 
paper in Central Vermont. It is read by 
20,000 peopleevery week. It blankets all the 
towns in Washington County and all the 
country from the Green Mountains to the 
Connecticut River. Its circulation is superi- 
or in quality as well as quantity. Its sub- 
scribers are thrifty people who buy goods 
and pay for them. 

St. Albans (Vt.) Messenger (2).—In a small 
railroad town like this, with a population of 
8,000, the railroad headquarters alone em- 
ploys over 2,000 men, who are largely con- 
gregated in boarding-houses, where one pa- 
- has to go through all the hands in the 

ouse, the circulation, while not being abso- 
lutely large, you will readily understand 
that it permeates the entire community and 
makes it only the more valuable. Advertis- 
ing rates based on circulation. Largest in 
Northern Vermont. Daily circulation aver- 
aged over 1,000 in the Jast four months of 
1896. Weekly circulation is 4,000—of which 
over 2,700 copies are circulated in Franklin 
County, Vermont. 

VIRGINIA, 

Manassas (Va.) Journal (1).—Circulation: 
No_ paper in Northern Virginia covers its 
territory more thoroughly than the Journal. 

Norfolk (Va.) Pilot (3).- The Plot now 
carries more local advertising than any other 
paper in Norfolk. 

Richmond (Va.) Bible Reader (2).—Our 
average circulation so far for 1898 has been 
22,665 copies each issue, Over 100,000 South- 
ern readers. 

Rural Retreat (Va.) Zimes (2).—Cut its 
jist from 800 copies to 500 on the first day of 
January, 1898, and since that time has 
steadily increased at the rate of one sub- 
scriber per day. Bailey & Owens, of Wythe- 
ville, say they get far better returns from an 
advertisement placed in the 77mes than any 
other paper in this section. The only paper 
that has sufficient local patronage to enable 
it not to take outside advertisements at cut 





jn fourteen States. 
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rate prices, wail the only paper that is paid 
for by every subscriber on the books. Se- 
cret of success, all the home news. 

Winchester (Va.) Press (1).—Larger circu- 
lation than any other paper published in 
Northwestern Virginia. 

WASHINGTON. 

Dayton (Wash. ) Courter-Press (1).—The 
Courter-Press is aconsolidation of two of the 
leading papers of Columbia County—the 
Dayton Courier and the Press, giving the 
combined paper, beyond question, the largest 
circulation of any publication in Eastern 
Washington. 

WEST VIRGINIA. 

Charleston (W. Va.) Mail (1).—Has the 
largest circulation ever attained by any 
Charleston paper 

Charleston (W. Va.) West Virginia School 
Journa/ (x).—Circulation 4,500. Subscribers 
1,400 post-offices in West 
Virginia. 

Parkersburg (W. Va.) Sentinel (2).—The 
population of Parkersburg, W. Va., is esti- 
mated at 15,000. The circulation of the 
Daily Sentinel is 1,580 per day. The Senti- 
nel has more subscribers than all the other 
Parkersburg daily papers combined and twice 
as many as any other one of them. It is the 
only paper in the city that keeps its books 
open for the inspection of advertisers and 
asks them to investigate for themselves. It 
can afford to do this because its statement of 
circulation is absolutely correct. 

Sistersville (W. Va.) O72 Neview (1).—The 
daily and weekly O77 Review have a larger cir- 
culation than any newspaper in the Southwest 
oil fields. Only newspapers published in the 
great Southwest oil fields devoted to the 
development of petroleum. 

Welch (W. Va.) McDowell Recorder (1).— 
The leading Republican newspaper of South- 
ern West Virginia. 

WISCONSIN. 

Eau Claire (Wis.) Der Herold (1).—Larg- 
est circulation of any weekly in North Wis- 
consin. 

Eau Claire (Wis.) Leader (1).—Cire ulation: 

ily, 3,000 ; weekly, 5,000. Best advertising 
medium in the State. 

Iola (Wis.) //erald (t).— The only adver- 
tising medium that thoroughly covers North- 
western Waupaca County. Our papers cir- 
culate from Maine to California. 

La Crosse (Wis.) /’atriot (1).—Is the Dio- 
cesan organ of the Diocese of La Crosse, Wis. 
and circulates mostly in the western part of 
Wisconsin and adjoining Minnesota. 

Madison (Wis.) Amerika og Norden (1).— 
The largest circulation of any Scandinavian 
paper in the State. The circulation exceeds 
that of any other paper published in Dane 
County. 

Merzill (Wis.) Anzeiger and Sonntagsgast 
(1).—Largest circulation and best advertising 
medium in Central and Northern Wisconsin. 
Reaches almost every German home in the 
Wisconsin Valley and Northern Wisconsin, 
and its influence is not surpassed by any 
other paper in this region. 

Milwaukee (Wis.) Daily News (1).—Has 
the largest full- paid local “circulation of any 
daily published in Milwaukee. It is an adver- 
tising medium you can not afford to overlook. 
It carries advertising ofjmore local firms than 
any other evening daily published in Mil- 
waukee, 

Milwaukee (Wis.) Excelsior (1).—Is the 
recognized leading German Catholic weekly 
in the State of Wisconsin, is a first-class ad- 
vertising medium, entering the homes of 
thousands of German Catholic families ev ery 
week, Has shown positively that it has the 


circulation and confidence of the people of 
the Northwest. 

Milwaukee (Wis.) Germania (3).—Milwau- 
kee’s German daily. Larger circulation than 
all other Milwaukee German dailies com- 
bined. Weekly Germania, largest German 
weekly in America. 

WASHINGTON, D. C. 

Washington (D. C.) C. K. of A. Journal 
(2).—Has over 24,000 subscribers of well-to- 
do people, who read it with interest, and if 
they miss a copy write fora duplicate. 

ONTARIO (CAN). 

Peterborough (Ont.) 7Zmes(1).—The daily 
and weekly /zmes has the largest circulation 
of any newspaper in Ontario, outside of those 
of the cities, covering all the wealthy and 
populous midland district. 

Simcoe (Ont.) Reformer (1).—Is the oldest, 
largest, best and most widely circulated 
paper in Norfolk County. 

Toronto (Ont.) Avening ances (1).— 
Sworn circulation, 21,218 dail 

Toronto (Ont.) Globe (x). ~The average cir- 
culation of the Yaily Globe for week ending 
February 26, 1898, was 35,125—5,499 more 
than one year ago, and 14,159 more than three 
years ago. It has quantity as well as qual- 
ity—the essentials of a good medium. 

Toronto (Ont.) /ndependent Forester (1).— 
Is the official organ of the Independent Or- 
der of Foresters, and was established eight- 
een years ago. Advertisements have not 
been received till within the past year. The 
magazine goes directly into the homes, and 
is, of course, paid for by those who receive it. 
Its circulation is nearly 130,000, and is gain- 
ing at the rate of nearly 2,500 a month. 
Something more than half of the circulation 
is in the United States, a very small portion 
in Great Britain, and ‘the remainder in the 
Dominion of Canada. It is a valuable adver- 
tising medium for all articles of use by the 
great middle class of people, such as house- 
hold articles, proprietary medicines, books, 
bicycles, furniture, sporting goods, clothing, 
kitchen utensils, organs, pianos, etc. 

Toronto (Ont.) Railway and Shipping 
World (2).— The only publication in Canada 
devoted to steam and electric railway, ship- 
ping, express, telegraph and telephone inter- 
ests. Circulates thoroughl among officials 
of those corporations in Ontario, Quebec, 
New Brunswick, Nova Scotia, Prince Ed- 

ward Island, Manitoba, British Columbia 
aed the Northwest Territories, and is the only 
single medium through which advertisers can 
reach them all, 

Toronto (Ont.) Westminster (1).—It very 
thoroughly covers the Presbyterian Church 
in Canada, with over 100,000 families. It has 
a guaranteed circulation more than three 
times greater than any similar paper in 
Canada. 

Welland (Ont.) 7rtéume (1).--The oldest 
and leading local paper. Largest circulation 
of any published on the Niagara frontier. 
Circulation guaranteed over 3,000 weekly. 

QUEBEC (CAN). 

Levis (P. Q.) Le Quotidien (1.)—The only 
daily French newspaper on the south side o 
the river St. Lawrence. Annual average cir- 
culation 4,735 copies. L’//ebdomadaire, 
weekly edition, annual average circulation 
3,850 copies. Branch at Fraserville: Le 


Journal de Fraserville, weekly, published at 


Fraserville, Annual average circulation 1,360 
copies. 
—__+o»+—___—_. 
ADVERTISING is done to draw attention; 
but it is drawing such attention as will sell 
goods. 
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OLD WINE IN NEW BOTTLES. 


It pays any man to be enthusiastic in his 
advertising, just as it pays him to enter into 
every other detail of fis business with zest 
and earnestness. The half-hearted man 


never wins battle of great import, but it’s the | 


man who carefully outlines a plan adapted 


to his field, then pushes it with vigor just so | 


long as possible sales are in sight. The mer- 
chant we reaps the fullest results in his ad- 
vertising must believe in the announcements 
he is making—must have such faith in the 
goods he advertises that he is enabled to tell 
about them clearly and forcibly, and by that 
earnestness convince the public that what he 
says is true, and say it soearnestly each time 
that they believe it. The public prefer truth- 
ful advertising. ‘Chey do not admire yellow 
journalism when it comes to announcements 
that affect the purse, and it’s never good mer- 
chandising for any business man to state 
anything Sut the truth, and be prepared to 
back it by the goods themselves. If you are 


building a reputation in your advertising for. | 


truthfulness and earnest statements, and if 
you are keeping constantly at it, you are 
placing your store in position where it’s less 
affected by sensational sales of competition. 
The courage of any business man is usually 
evinced in his advertising. People admire 
courage. There’s something in the make-up 
of every man that causes him to show respect 
to those possessing courage. If you are de- 
termined in your advertising—if you show 
that persistency that proclaims it—you are 
building such a business reputation in your 
field—a reputation that endures, and one that 
attracts people to your store. If by persist- 
ent advertising you create in the minds o 
the buying pubiic the belief that your store 
promptly meets in every instance any and 
all competition, that it leads the van for low 
prices for dependable qualities, that your 
methods of buying and selling are keen and 
alert, that it’s only a forward trend that sat- 
isfies you, you are usually the man that leads 
the buying procession in your field—you are 
in an enviable position, one from which com- 
petition will have trouble in displacing you. 
Don’t imagine for a moment that advertis- 
ing will not bring you results in your imme- 
diate field, That’s an error that many mer- 
chants make, when they assure themselves 
that their store is so well known that it 
doesn’t require newspaper advertising—that 
the trade will naturally drift his way, any- 
how. There isn’t a store anywhere in the 
world that has so secure a footing as that— 
not a single store—and you are not doing 
business in a field but that your sales can be 
increased by careful newspaper advertising. 
If this is not true, why is it that a stream of 
mail orders is constantly going out of your 
town to catalogue houses? and are not these 
sales made by these catalogue houses the re- 
sult of persistent advertising in the very field 
you feel that you have cultivated to the limit ? 
Whenever you get such an idea fixed in your 
mind, and really believe that there’s nothing 
more to conquer, you are simply turning over 
ready money to the man that does possess 
the broader vision—you are ceding territory 
and rights to others that careful newspaper 
advertising would retain in your possession. 
—Sidney (la.) Herald. 
- 
FLIRTING BEGETTING BREEDING. 
Uncertain or fitful advertising is simply 
flirting with business. Carelessness breeds 
contempt ; thoroughness begets success.—H. 


&. Hubbard, 








ADVERTISING TO. CONSUMERS, 

The phrase is becoming somewhat of a 
|chestnut. To be sure, there is much virtue in 
employing a style of advertising that wil] 
reach the class who are the eventual users of 
the particular article advertised. At the 
same time it must be remembered that every 
retailer has a large number of customers who 
will accept his word for anything they buy, 
| against a!l the advertising that may be oan 
| lished from January to December. John 
Jones may advertise his soap for years and 
spend thousands of dollars in inducing some 
housekeeper to ask for ‘* Jones’ Soap,” 
When she goes to the store and asks for it 
her grocer, whom she has _ known for years, 
and who handles Smith’s soap, which is 
brought to his attention through his trade 
paper, will say to her with a smile: “* My 
dear Mrs. , I really can not advise you 
touse that soap. It has been tried and has 
not given satisfaction. Here is something 
that I can recommend, however.”” And 
Jones, who has advertised to the consumer, 
makes no sale, while Smith, who has used the 
| trade journals and reached the storekeeper, 
gets the business, 
| _The point we make is simply this—that the 
| element of the effect of the advice aud sug- 
| gestion of a known and trusted family mer- 
| chant is too often overlooked. It may have 
as much, or possibly more, weight with the 
buying public than the advertisements that 
go direct to the consumer. This is, of course, 
| assuming that competing articles are of equal 
merit, as a large percentage of them are. 

Advertise to consumers by all means, but 
at the same time do not overlook the tremen- 
dous effect of gaining the eye and ear of the 
man who can influence more sales than all 
the “‘ advertising to consumers’’ in all the 
“family " publications in the country.—<S¢¥, 
Paul Trade Journal. 





A FAR-REACHING CALAMITY. 

Mr. Charles D. Lanier, engaged with the 
magazine called the Review of Reviews, 
makes affidavit that his official position and 
official character have been put in jeopardy, 
and that he is in danger of losing his position 
as business manager of the Review of Re- 
views, and that his reputation for probity, 
truthfulness, honesty and reliability have 
been injured in the business community and 
in each and every part of the United States, 


- — 
IN 1898. 

Secretary of War—Everything is in readi- 
ness and war will be declared to-morrow. Is 
there any other point, gentlemen ? 

Secretary of Treasury—Hadn’t we better 
invite bids for the veriscope privileges ?— 
Truth. 


ARRANGED BY STATES. 


Advertisements under this head 50 cents a line. 
Must be handed in one week in advance. 


G OUTHERN FARMER, Athens, Ga. Leading 
A Southern agricultural publication. Thrift 
people read it ; 22,000 monthly. Covers Sou 
and Southwest. Advertising rates very low. 


KENTUCKY. 


OWENSBORO INQUIRER, daily, Sunday and 























Twice-a-Week, publishes more news, fresher 
news, and is more extensively read than any pa 
per in Western Kentucky. 
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MINNESOTA. 


ier 7;HE MINNEAPOLIS IS TIMES is the only mnly En- 
glish daily published in its city that has = 
cash paid circulation examined and certified to 
by the Advertisers Guarantee Company 
"i blishes the only Sunday paper a7 the State 
nnesota whose circulation the Advertisers 
iceenee Company is permitted to examine and 


veri! 
"THe MINNEAPOLIS TIMES is also the only 
daily or Sunday newspaper published in Minne- 

apolis which furnished a detailed statement of 
circulation for each of its editions during the 
ear 1897 asa basis for rating in the last issue of 
your 1 srican Newspaper Directory 

Wide-awake advertisers nee the signif- 
icance of the facts stated above. 


~ SOUTH CAROLINA. 


‘HE COLUMBIA [A REGISTER—daily and weekly 
‘| —is the only daily paper in south Carolina 
giving a sworn and detailed circulation state- 
ment. (See Ayer’s Directory). It is the best 
family newspaper published in the State. That’s 
why ity it pays to advertise in THE REGISTER. 


WEST VIRGINIA. 


W 7 HE ELING NEWS is credited with a greater 
cire’n than any other W.Va. Eng’ daily. 




















Displayed Advertisements. 


so cents a line; $100 @ page; 25 per cent 
extra for shec ‘ified position—t/ granted. 
Must be handed in one week in advance. 


LARGE POSTALS 








FOR ADVERTISERS. 
Send for a sample of my large posta’ 
tisers—size 11xi4. Price, $2.75 per 1,000. 
WM. JOHNSTON, 10 Spruce st., N. y. 


| for adver- 
Address 


t@rSend 15 cts. for Spee. trial subscrip- 
tion to “THE K-KEEPER.” A hand- 
. some I ne for office men. 
— Re book-keeping, short 

p, law, short cuts, 

banking, lightning calculations, corpora: 
tion accounting,etc.,etc la .paee 


| The Book- Keeper Co., Dept. Ul, otroltn ich 


ENAMELED 


uo- 
~% sigh c hea on. 


ST. LOUIS route 7 * 
ST. LOUIS 


THE EVENING CALL 


LAFAYETTE, INDIANA, 


is the best daily newspaper in America for the 
size of the town. Itis ty raphically handsome, 
accurate and reliable. Member Associated Press. 
It has more home advertising and foreign adver- 
tising than any other evening paper initsfield. It 
brings results. It is read by all classes. 


PHENIX, ARIZONA, 
is the trade center of 
50,000 prosperous people. 


TH 
Arizona Republican 


published every morning 
in the year, is read by the majority 
of these people. 
For rates and information concerning this 
progressive newspaper, see 
H. D. LA COSTE, Eastern Agent, 
38 Park Row, New York. 

















Circulation Record 


TOLEDO EVENING NEWS 


Sold 6,749, 714 Copies. 
Daily Average, 21,843. 


Send for advertising rates and sample copies. 
NEWS PUB. CO., ToLepo, Oux1o. 


for the year 1897. 

















To Get Customers — 


Advertise in their favorite family paper, 


THE EVENING JOURNAL 


of Jersey City, N. J. 


Average Circulation in 1897, . 
Actual Ree Sonceas Circulation for Nov., Dec. and d Jan, 15,407 





14,756 
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ts 30,000 off on 
—_ cincoLaTiON 3 trial ad. 


This is the high-water mark to which the 
publishers of the 


THE 
Youth’s Advocate 


| (16-PAGE ILLUSTRATED JOURNAL) 
4 NASHVILLE, TENN., 
Have decided to, at once, put its — rip- 
tion list. Contract for space no 
no extra charges. 


HOW !IT.IS DONE. Have closed 


contracts with over 1,200 country news- 


vvvvvvy wevrry 
4 





ALBANY, N. a ; papers for a certain amount of advertising 
> . space. For this space (which we have sold) 
q 3 we give es ge each good for a subscrip- 
3 q — a is plan we oe from 50 to 250 

x : choice subscribers in each county. 
; Largest, Brightest i]] NOW ADDING from 2,000to',000 sub- 
4 3 sc. poe yeyrd os ——. soy see a have a 
> of 40, ‘© 50,000 in six months. 
and Best Newspaper Books Open. Inspection Invited. 
. * 
SWORN STATEMENT shows 
4 published In 19,216 average number copies printed each 


issue past year. 
ealt DVERTISING RATE Cheapest on 
WHy?t cause, considering the 
= you get be A Tonrne than from any 
other paper. Space limited. As we give 
the people & paper of merit, they are willing 


; RATES AND SAMPLE COPIES ON to pay for it; hence, we do not have to 


depend on ads ‘to sustain , 

APPLICATION. IT 1S READ BY L OF 
FAMILY, and pM 1 t Pi. 5 

| people it reaches, it is worth more to adver- 


the Capital City. 





AAAAAAALA 


tisers than 60,000 circulation, ordinarily. 
For sample copy, advertising rates, etc., 


address, 


JAMES C. FARRELL, YCUTH’S ADVOCATE PUB. CO., 


: 
3 
: 
3 

Manager. 3 NASHVILLE, TENN. 
4 
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t Nickell Magazine 


March Edition, 62,543. 
April Edition, 67,181. May Edition, 70,218. 


ENOUGH SAID. INVESTIGATE IF INTERESTED. 


NICKELL MAGAZINE, - 4 ALDEN COURT, BOSTON. 
FFFESTTESTEESSEEETETESESETESEEEES SSEESETEETEE 





The Most Prominent Foreign Advertisers | 


..in this country advertise in the Superior Leader..... 











ae Shee 





Wells & Richardson Co. Dr. Williams Medical Co. 
+ Lydia E. Pinkham Med. Co. Potter Drug and Chemical Co. 
Here Ss a World’s Dispensary Med. Asso. Munyon’s H. H. R. Co. 
. Royal Baking Powder Co, Stuart Co. 
Partial Price’s Baking Powder Co. Pyramid Drug Co. 
C. I. Hood & Co, Cheney Medicine Co. 
ist. nas N. K. Fairbank Co. Peruna Drug Co. 
Scott & Bowne. Warner’s Safe Cure Co. 
H. E. Bucklin & Co. Lea & Perrin, 





The advertising done by the above in the LEADER evidently pays, as they have 
been with us for some time. It would pay you. Try it once, and you'll stay with us. 


| THE SUPERIOR LEADER, West Superior, Wis. : 


=—_<e 
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a ‘Post-Office 


ALABAMA 
Christian Statements. 
They give Campbell’s Soil Culture and 


Farm Journal over 10,000 circulation. 


Ad t Since February 1, 1897, we have the 
voCca e, documents for not lower than 10,000. 


They show as high as 10,777, lowest 











2 10,000, 
official organ Methodist Church Our sworn circulation in the American 
in Alabama, with a membership Newspaper Directory for 1896 is 8,529. 


: : 4“ The paper at that time was known as 
of 115,000. Circulation the lar Western Soil Culture. It was under 


¢ of any similar journal in a different management, and claimed 
Alabama; 20,000 persons read 15,000, We changed the name and 
it each week ; 350 ministers are figured the honest, actual circulation 


: ° : ° from the printer’s statements, 
agents for it and interested in Campbell’s Soil Culture is edited by 


it. Through these ministers the great agricultural authority of the 
nearly the entire membership 1s west, H. W. Campbell, originator oi 
reached. It is by far the best the Campbell Method. It teaches the 
tee f re h il farmers of the Northwest how to raise 
medium for reac ung t e€ people crops in spite of drought. ITS 
of Alabama and West Florida. SPECIALTY MAKES ITS SPACE 
Published in Birmingham, Ala., VALUABLE, 
the largest city in the State. Mr. Campbell ~ euperieten of aves 
eee: S ~ 40 experimental farms under his method 
Rate for adv ertising very low. in the Dakotas, Nebraska and Kansas 
this season, 
S. P. WEST, Semi-monthly ; subscription, $1.00 per year. 


BUSINESS MANAGER, 
PUBLISHED BY THE 


Pema, ALA. CAMPBELL PUBLISHING CO., 


: 2107 Third Ave, 
Socvnsvenuaunsesvecseccesancucsaeensegecseaaessesna® | Sioux City, lowa. 
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IT LEADS 


A Modest introduction £ cia cee 


Is_ usually 
the forerun- 
nerof alast- 
ing friend- 

ship. We 

call your 
attention in 
a modest 


Sx 


THE VANCOUVER (B. C.) 


WORLD 


Daily and Twice-a-Week, 





way toa 
publication 
whose 
claims are 
based purely on merit. If you 
wish to deal with the best people 
in the United States we can 
open their doors for you. 


The American 


School Board Journal, 
( New York, Milwaukee, Chicago. 


has a larger aggregate weekly cir- 
culation than that 
two newspapers in British Colum. 
bia combined. It is 
as the best advertising medium in 
the Northwest. 





of any other 


r-cognized 


‘OL00 


Address 


THE WORLD, 


Vancouver, B. C, 


Send for Sample 
Copy 
and Rate Card. 
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H ; ; THe INLAND has now a circulation of over 120,000 guaran 

The Right Circulation. teed. Proof of which will be given before pay is ex- 

pected for advertising done. Post-office Receipts, Paper Mill Account, Press Rooms, 
Subscription Lists, are all open to advertisers. 

H snc Any advertisement can be discontinued at any time for any 

The Right Principle. reason. Paying only for space used. We rely wholly on 

making the advertisement pay you to hold your business. We have been told re- 

peatedly that this was poor policy; it might be for some papers but not so with us, 

Our advertisers don’t want to quit, they admire the fairness of the proposition and 








tell others. Asa result and 
our patronage in- 
creases; so far this 
year our advertising is 
over 100 per cent great- 
er than for same pe- 
riod last year—that’s 
what talks. 


The Right Features. 


THE INLAND ts a relig- 
ious and home journal 
combined. Besides our 
editorials on Timely 
Topics, Home Depart- 
ments, Floral Susges- 
tions, Stories, Cartoons 
and the best of general 
have the 
Sunday School_ Les- 
sons, Junior Topics 


THE 


New York: 
500 TEMPLE COURT. 


Prayer Meeting 











The Ri ht Price. Rate—Reading Notices or Display, 50 cents per line. 
8 cost a fortune to try THE INLAND, but it may help make one. 


F. E. 


Lessons. The last 
three departments 
named secure us nine- 
ty per cent of our sub- 
scriptions and which 
to be of value must be 
studied weekly. Thus 
an advertisement ts 
kept in the home an 
entire month and real- 
ly the advertiser gets 
as much benefit from 
one insertion in THE 
INLAND as he would in 
four insertions in 4 
weekly of same circu 
lation. You save the 
cost of three insertions 
by using THE INLAND. 


It does not 





THE MOST POPULAR PAPER 
g OF ITS KIND IN THE WORLD, 


INLAN 
St. Louis, Mo. 


MORRISON, SPECIAL REPRESENTATIVE. 


CHICAGO: 
Boyce BUILDING. 
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THE LAST DAY! 


Plan of Publication of the June Edition 
of the 
American Newspaper Directory for 1898. 


MARcH 15. Submitted proofs for ccrrection to all papers credited with 
regular issues of a thousand copies or more. 


AprIL 15. Revision commenced, beginning with part I., Catalogue by States. 


ApriL 30. Revision complete. Corrections not likely to be made after 
April 15. 
The forms go to press on the following dates, and are closed four days 
earlier : 
May 2. To and including California. 
To and including Idaho. 
4. To and including Illinois. 
5. ‘lo and including Iowa. 
6. To and including Kentucky.’ 
7. To and including Massachusetts. 
g. To and including Minnesota. 
10. To and including Nebraska. 
11. To and including New York State. 
12. To and including Ohio. 
13. To and including Pennsylvania. 
14. To and including Tennessee. 
16. To and including Washington. 
17. To and i:.cluding Ontario. 
18. Part II. (over 1,000 circulation). To and including Indiana. 
19. Fart II. To and including Ohio. 
20. Remainder of Part II., all of Part III. (Sunday Newspapers) and 
Part IV. (Class Publications), Religion, Religious Societies, Education, 
Household, Matrimonial, Music and Drama, Sporting, Temperance and 
Prohibition, Woman Suffrage, Dentistry, History and Biography, Law. 
May 21. Part III. (concluded), Medicine and Surgery Numismatics, Phi- 
lately and Antiques, Scientific Publications, Sanitation and Hygiene, 
Army and Navy, G. A. R. and Kindred Societies, Labor, Fraternal Or- 
ganizations and Miscellaneous Societies, Agriculture, Live Stock and 
Kindred Industries ; all other classes of Arts and Industries and Foreign 
Languages. 
May 24. Allsheets delivered at the bindery. 
June 1. A copy of the Directory shipped to each subscriber. 
Advertisements will be taken till four days before the form for the partic- 
ular portion is put to press. 
Advertisements to go in the back of the book can be taken as late as 
May 20. 
Address all communications to 


EDITOR AMERICAN NEWSPAPER DIRECTORY, 
No. 10 SPRUCE STREET, NEw York. 
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Newspaper men who desire to attract the 
attention of Proprietors of Schools and 
other Educational Institutions to the merits 
of their publications as mediums for their 
advertisements would do well to avail them- 
selves of the special School number of 
PRINTERS INK for May 25th, which will 
go to nearly every Educational Institution 
in the United States, The edition will be 
above 25,000 copies, and will afford an op- 
portunity for placing arguments where those 
interested in advertising Schools will see 
them at the very time when they are mak- 
ing plans for advertising intended to inter- 
est the possible pupils for next term. 


SCHOOLS 


ADVERTISING RATES 
FOR THE SPECIAL EDITION ABOVE ANNOUNCED: 








Classified Advertisements (no display), 26 cents a line. 
Displayed Advertisements, 60 cents a line, or $100 a page. 
Special positions, 26 per cent extra, if granted. 





JUBILEE NUMBER 


The issue of Printers’ Ink for July 6, 1898, will be first number for the eleventh 
year, and will be a Special Jubilee Edition. 





Special Rates for the Special Editions: One Page in Both Issues, 
$200 net; One-quarter Page in the T'wo Issues, $50 net. 
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Tells Its Own Story 


Whole amount of newspaper postage paid in 
at the Wichita postoffice during 1897 was 
$1,731.70—See Third Assistant Postmaster 
General’s Annual. 


tr Wichita 
Eagle 


Paid $1,432.76 


of this amount. There are 27 other publica- 
tions that pay the balance—$298.94. Eagle’s 
excess, $1,136.62. 

Our Express Company Bundles go out on 
every train. We deliver direct to the train 
Newsboys—there are 22 Mail Trains daily. 
Our city delivery is larger than the circula- 
tion of all the dailies combined, regardless 
of where they are printed. 


Our Field 


Peculiarly our own—Southern Kansas and 
Oklahoma. We have no competitors, be- 
cause of our location. Population increasing 




























































rapidly. 
See George P. Rowell’s b 
Next Quarterly for R. Sa 






Statement. 









The S. C. Beckwith Special Agency, 


“The Rookery,” Tribune Building, 
Chicago. New York. 


Acedia deel ndachiet beable 
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Fine Color Work 
Our Specialty ! 


We Lithograph —- We Print 


POSTERS CATALOGUES 
STREET CAR CARDS BOOKLETS 

SHOW CARDS CIRCULARS 
HANGERS PRICE LISTS 
CALENDARS STREET CAR CARDS 
FOLDERS OFFICE STATION’Y 
BOOKLETS and 

‘‘ CUT OUTS”’ BLANKS 

OFFICE STATION’Y of 

ADV’G NOVELTIES EVERY KIND 


We get up the ideas for the adver- 
tiser—good, bright ideas, different 
from the ordinary kind. Sketches 
submitted free of all charge to any 
reputable advertiser who appreciates 
originality of treatment combined with 
perfect execution. 


Tue Gisss & Wiutiams Co., 
Lithographers 


and 


Printers, 


18 and 20 Oak St. 


Corner of New Chambers. 


LOOK FOR OUR BIG SIGN. 
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Indications of Progress 


Since the first of the current year one promi- 
nent Southern newspaper has added to its 
mechanical facilities one Double Supplement 
Hoe Color Perfecting Press, a complete plant 
of Mergenthaler Linotypes, and a brand new 
equipment of type and machinery for all other 
branches of the mechanical department. The 
same journal has moved into a new building, 
which is the best appointed newspaper build- 
ing in the South. In fact, enterprise and 
capital have put 


. The.. 


Louisville Commercial 


Abreast of the best of Southern or Western 
newspapers. Eastern advertisers who culti- 
vate the Southern field should communicate, 
relative to THE COMMERCIAL, with 


N. M. SHEFFIELD, 
No. 85 TRIBUNE BUILDING, - - NEW YORK. 











WE HAVE FOR SALE 





One Presto Hoe Perfecting Press at a bargain. 


For particulars address THE LovisvILLE COMMERCIAL, 
Louisyille, Ky. 
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A Letter. 


What the largest users of Canadian 
newspaper space in 1897 have to say: 


FRANCO-AMERICAN CHEMICAL Co. 
Nortu Apams, Mass., 


May 1, 1897. 
Publisher of LA PREssE, 
Montreal, Can. 
Dear Sir— We think the following 


statement may interest you. 

Since we began advertising Dr. Coder- 
re’s Remedies in Canada—our first ap- 
pearance was in your issue of Nov. 24, 
1896—our advertising has produced more 
inquiry that can be traced to ‘‘ LA PRESSE” 
and sold more goods than has resulted 
from the same space used in any other 
paper since the establishment of our 
business. 

Weare of the opinion that ‘‘ La Presse” 
is the best medium in Canada, giving the 
largest returns for the money. 


We are, 
Yours very respectfully, 
The Franco-American Chemical Co. 
Geo. A, SIMARD, Mgr. 





Largest daily circulation in Canada. Sworn to and 
proved, over 56,000 copies daily. 


montreal LA PRESSE 
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The Giant of <SxSxSxS> 
The Five-Cent Magazines 


THE 


HALF HOUR 


The best and cheapest monthly pub- 
lished. 

As attractive and as interesting as 
many of the more expensive’ magazines. 


NOTHING LIKE IT 
FOR THE MONEY. 


Advertisers report a large number of 
replies from the HALF HOUR. 

Advertise now in the HALF HOUR 
and get the benefit of low rates and 
rapidly increasing circulation, 

Your regular agent will quote you 
prices, or write to us direct. Copies of 
the HALF HOUR on all news-stands 
throughout the country. 

Please send for sample copy and rates. 


W 
George Munro’s Sons, 


17 to 27 Vandewater Street, 
New York. 
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“Straws show which way the wind blows.” 


Salt Lake Herald 


is conceded by local merchants the 
largest circulation in Salt Lake City. 
Proof of this is the amount of local 
business the HERALD is carrying, not- 
withstanding its rates are higher than 
those of the other dailies. A goodly 
number of foreign advertisers have for 
years used the HERALD. 


E. Katz Advertising Agency, Representatives, 


230-234 Temple Court, 115 Bush Street, 
New York, N.Y. San Francisco, Cal. 
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The Argus Company 
Offered Mr. P. Dougan of PRinrers’ INK 


$500 


to prove the circulation ratings of the Albany daily 
papers as given in the American Newspaper Directory ; 
and offered to bet 


$500 to $1 


that the circulation rating of each and every daily news- 
paper in Albany was incorrectly rated in the American 
Newspaper Directory. 

Further, we bet : 

$500 to $1 that THE ArGus was incorrectly rated. 

$500 to $1 on the inaccurate rating of each paper, and 
we offered him $1,000 for proof that the Press and 
Knickerbocker had one-third the circulation quoted in 
the Directory. 

Mr. Dougan declined ail the offers, bets, etc. 

The Zimes- Union is the only daily paper published in 
Albany that has a circulation larger than that of 


3 The Argus 


Send for sample copies of all the Albany papers ; com- 
pare them, and you can readily see why THE. ARGus is 
rapidly overtaking the TZimes-Union in circulation. 
Why it leads all the other papers in circulation. And 
why it stands at the head of all the Albany news- 
papers in news, affluence and standing. 


is the Riightest, Best and Cleanest newspaper published 
at the Capital City. 





THE ArGus COMPANY, 
Albany, N. Y. James C. FARRELL, Mgr. 





—_ amasnpsempapamannsiintin 
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VOLUN TEERS 


The readers of THE AMERICAN WOMAN are the 
every-day, middle-class wives, sisters, sweethearts and 
housekeepers who have plenty of ambition and a few 
dollars wherewith to live comfortably and dress with 





























some degree of style. 

They buy soap, medicine, washing powder, baking 
powder, household conveniences, musical instruments 
and inexpensive articles of dress. 

Four hundred thousand copies are sent 
every month to four hundred thousand live 
women ; the great bulk of them are paid sub- 
scribers. Every advertiser who has tried ‘THE 
AMERICAN WoMAN knows thatit pays. The 
others ought to know it. 

Tue Vickery & Hirt Co. 
Publishers, 


New York Office: 
520 Temple Court. 
Joseph W. Kennedy, 
Advertising Manager. 








THE 


American Woman 
400,000 Copies 


EACH MONTH, GUARANTEED. 
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“[Mlodest fifjerit” 


In the last issue of Printers’ INK there ap- 
peared an illustrated article, entitled, “ Modest 
Merit.” Itseems rather strange that I should be 
blowing my own horn in regard to my goods, but I 
knew that sooner or later the printers of the country 
would recognize the fact that I was their bene- 
factor. When I started in business I advertised for 
four (4) successive weeks without receiving a single 
order. After that the orders increased gradually, 
until last month (March) I reached the sum of one 
thousand one hundred and eleven (1111), which 
beats all previous records. This is a statement 
which no ink house in the world can equal, taking 
into consideration that I am only four years in busi- 
ness and that every order must be accompanied by 
the cash, otherwise I don’t ship the goods. This 
proviso of cash with the order was totally unknown 
in the ink business until I educated the printers to 
save from fifty to eighty per cent on their ink bills 
by buying from me. 1 was the means of compelling 
my competitors to sell news ink for four cents or 
less, and job inks for one dollar which were for- 
merly three or four dollars. I guarantee my goods 
to be the finest in the land, and if not found as rep- 
resented, I buy them back and pay all freight or 
express charges. Send for my price list, and if 
ordering don’t forget to send the cash. Address, 


PRINTERS INK JONSON, 
8 Spruce Street, New York. 
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THE SUPERIOR 


Evening Telegram 


Offers Good Value to 
The General Advertiser. 


It is the best paper in its field. 

It has the largest circulation in its field. 

It is published in a growing and prosperous city. 
It is a clean, up-to-date newspaper. 

It helps its advertisers in every way. 

It is published in a field of its own. 


It has character and circulation. 


MN ELrPOAMw 





Evening Telegram, 


WEST SUPERIOR, WIS, 
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One of the Foremost 
daily papers on the Coast, 


covering thoroughly Cali- 
fornia’s third city, Oakland, 
and the adjacent town of 
Alameda. 

Printers Ink selects the 


Oakland Tribune as one 





of the best advertising 


media on the Pacific Coast. 


A GUARANTEED CIRCULATION: 
AN DAILY, over 8,700. . WEEKLY, over 5,500. 


—_— —_— 


Representatives : 


N\ THE E. KATZ ADVERTISING AGENCY. 
I) | 230-234 Temple Court, 115 Bush Street, 
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You can’t Make Money 





Where there isn’t any. 





t There’s Money 


" OHIO 


Go For It. 





Elegant, rich, fertile State. 
The following daily and weekly papers, com- 
posing the “ Ohio Select List,” will put your 


ads into over 


200,000 Homes. 





For terms address each paper :::::::: 
Akron, Kenton, Portsmouth, 
Beacon-Journal. News. Times. 
Ashtabula, Lancaster, Salem, 
Beacon, Eagle. News, 
Bellefontaine. Lim 
Index. : a eee 
Bucyrus, Mansfiel ’ ‘ 
me News. q, Sidney, on 
Cambri Mariet — 
— sos Springfield, 
Defian ce, Ma rion, Republic-Times. 
Republican-Express. Star. Warr en, 
East Liverpool, | Massillon, Chronicte. 
Crisis. Independent, Wooster, 
Findlay, Mt. Vernon, Republican. 
Republican. News. Xenia, 
Gallipolis, Newark, Gazette and 
Journal. Tribune. Torchlight. 
Hamilton, Norwalk, Youngstown, 
News. Reflector. Vindicator, 
Ironton, Piqua, Zanesville, 
lrontonian. Call. Courier. 
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RIP-AN:S 
HOW THEY SELL AT 
NEW YORK STORES. 


APRIL, 1898. 


Coompe | E. quppente. Columbus ave. and 
any 
Richard mt HE 925 Broadway. 


Sell by Kee ell. 
beemeacy, 1811 Broadway, cor. 34th 


baka 3! 

8 

A.W. enue & Co., Broadway and 38th st. 
Selling stacks of them every day. 

E. D. Paxson & Co., Broadway, cor. 4ist st. 
Sell about two dozen a wee hink it a 
mistake to put the five-cent “size on the 
market. Could just as well get ten cents 
and sell just as many. 

Ol ae. een Broadway and 45th st. 

we 


I. C. Warsaw, 1670 preaawey. cor. 52d st. 
Aa ot guite a ‘good m ny. 
erley & Co., 215  jeatamees 
A tit quite a ‘ood m 


Carpenter, milington Ye Co., 76th st. and 
Boulev: est. Selling a good many. 
Canson Co., 507 Boulevard, 8. W. =. 85th 


st. Sella good many. Ought to 
cents instead of five cents for them. 
= just as many. 
wood Pharmacy, 846 Broadway, bet. 13th 

oe | 14th sts. Large sale every day. The 
five cent cartons just what the i ome Le want. 

John W. Ferrier, 1491 Broadway, cor. 43d st. 
Selling first class. 

Caswell, Massey & Co., 5th ave. and 25th st. 
Sel ling a few every day 

Perry’s Pharmacy, Park’ row. = well. 

Wilson’s Pharmacy, 273 Broadw: 
Sellin, = every da: 

George Goetting, 720 § ave., cor 45th st. 
Are having a good sale right along. 

Paul Zimmerman, 61 Bowery, cor. Canal st. 
Sell a good man 

Van der Emde P armacy. 313 Bowery, opp. 
ee st. Selling three or four dozen 

5-cent us Ripane er week. 
W. M. 0 


owery. Selling a good many. 
Schmidt, + My we Bie ht Pharmacy, 


wou 


363 Bow- 

Selling very y rapidly. 

i. Beck H 

Bendines & naieciene, 47 8d ave. 
Are selling lots. 

Griffith & Co.,, 67 3d ave., cor. 11th st. 
Selling well. 

John Kiehl, 105 3d ave., cor. 13th st. 
Selling well. 

F. 0. Co ins, 131 8d ave. 
Selling well and all right. 

Sultan’s Pharmacy, N. E. cor. 8d ave. and 23d 
st. Selling quantities. 

Eimer & Amend, 205 to 211 3d ave., cor. 18th 
st. Having a good sale. 

H. iy ee ip ‘brag Oo., $533d ave. Sell quite 

good many. Think the price per dozen 
for be. Tabules at retail ought to be more 


than 40c. We buy by the gross and a dozen 
yoy A 36c. a" to get 50c., but price 
H. Diedel a1 & Sones 3; 875 3d ave. Selling well. 
suee Drug Co., 432 3d ave, Selling fast. 
J. M. Hegemon & Co., 450 3d ave., cor. 3ist st. 


8. Sell a good many. ave., near 32d st. Sell a good 
many in my store at Long Island City. 

H. M. O'Neil, 508 3d ave. Selling hosts. 
Hugo Schmelz, 577 3d ave. Sel ng very well. 

Bohmfalk’s Drug J House, 660 3d ave., cor. 42d 
st. Sellin 

Albert Jacobson, 780 $d ave., near 48th st. 
Sell a good many 

Zagat ae House, 8d ave. and 50th st. 


Soiteg wo 

C.F. . & Sons, 3d ave. and 52d st. 
Selling well. 

ber, 874 3d ave., cor. 538d st. Sell 

a good many. Price per dozen for five- 

cent cartons ought not to be printed on 

package. Should have the privilege of 

waking Ss than four cents on a dozen. 
uys by ti 

J. Waeidenfeld. Ho2e Sd ave., ye 106th and 107th 
sts. Are selling well with u 

E. A. Aronstamm, 1904 3d ave. “selling well. 

H. F, Eisentrau 3d ave. 

Are selling all right. 

August Julius Plagge, 1815 8d ave. ,cor. 101st st. 
The sale for the past five weeks has been 
emeeptionalty g 

F.W ckmann, 1710 $d ave., cor. 96th st. 
Selling real livel y- 

Leon Wernert, 1694 3d pie’ one all right. 

Otto Frohwein, 1620 3d 
Selling pretty well. 

Faber, 1565 $d ave., 8. E. cor. 88th st. 
Selling weil. 
Louis Marcus, 1522 3d ave., near 86th st. 
Sell about three dozen a week. 

W. A. Franze, 1471 8d ave. Selling very well. 

Robert a 1453 3dave. Pretty fair sale. 

8S. Plumberg. 8d ave. People ought not 
to o~ ouck tuings in their store. Can ang 

one and one-half cents on a pac 
a havetostop putting up a presoription 
to wait on a customer for that. Imay make 
hn per cent profit but I don’t reckon that 


M. x 356 3d ave., cor. 77th 
avoalls right. Selling well. 

Thomas Latham, 1309 3d ave., cor. 75th st. We 
are selling an immense lot of Ripans Tab- 
ules. Those Pye te . C. Co.) are up with 
the times, an ow what the people want. 
Five-cent and ten-cent goods are the com- 
ing por. pular goods of America. Rich people 

are in the minority. The trade of the poor 








is the one to cater to, Le the call is for 
five-cent and ten-cent 
Frank Schleiff, 1247 3d ave., cor. 72d st. 


Selling like hot cakes. 

Meyer -» 1210 3d an What are those 

ple thiaiking of, selling ten Tabules for 

ve cents? Peopl 4 a *t buy anything 

3: -— but Long: +m aT i t 

ungman, ng wate te a few. 

Tsheppe & Schur, 101) 3d ave., cor. 60th_s St. 
Selling a few. 

Otto Doepfner’s Pharmacy, 937 3d ave. Do 
not try to sell them. A great mistake 
to put five-cent medicine on the market. 
Any on ap yous be willing to voy Gy cents. 

right for goasy to sold for 
five —t., but not medic’ 

Herman Schmidt, 981 3d ave. Sell the five- 
cent kind. Do not try to push the sale or 
pecan any one to buy a dozen, for I pay 

40 cents a dozen for them 
Wohlfarth’s Pharmacy, 202 3d ave., cor. 110th 


aS. a a 
Good oe of Ripans. 
= noe ¥ Goldman, 2126 8d ave 


aving Kood sa 
Orysta harmacy, 2086 3d ave. Selling well. 
Griffith & Co.'s Family Medicine Store, 2241 
3d ave., cor. st. Are selling splendid ly. 
Lowe Brothers and Co.. 065 and 567 West 
— cor. 88th st. Selling some 
ans. 
Geor ‘e Lewson, 2318 - ave. 
Selling a few Ripan 
Webster Bros., 212 £. Dist st., near 8d ave. 
Are selling first rate. 
C. J. Meyer, 2398 2d ave. Selling well. 
Hurd’s Drug Store, C. C. Watkins, Chemist, 
2338 ave., cor. 120th st. Am having a 
splendid trade on Ripans Tabules. Keep 
getting out of them all the time. 
he People’s Pharmacy, 2214 2d ave. 
Selling a few Ripans. 
Herman J. ae: 2257 2d ave. 


Sell a few Ri 
. Sca od = cor. 113th st. 


pans. 
J. Anton Boyken, cor. 18th st. and 2d ave. 
Selling fairly w ell. 
J. R. Reichert, 380 125th st. I don’t know how 
many ios we sell here, but we ne a 
great many of them at our ‘other sto 


C. H. Klippert, 121 125th st. Selling very well. 
C. A. Marsh, cor. 125th st. and Madison ave. 
p= selling well. 


raft, cor. senen ave. and 125th st. 
nsman, cor. rr. ath -_ and 125th st. 
Pye ae having ag 


Greenane’s, cor. Atneterdam ave. and Man- 
hattan ave. Seiling afew. 

J. Diner, 112 ‘Manhattan ave. Sell very well. 

F. I. Congleton, 99th st. and Boulevard. 
Selling a lot of Ripans Tabules. 

——_ & —— 9ist st. and W. Boulevard. 

uite at 

idolp hn, 1619 2a ave., cor. 84th st. 

Selling very well. 

lliam F. berth, 1525 2d ave., near 79th st. 

Bipans are all right. 

ay Seer, 1102 2d ave., S. E. cor. 58th st. 
we 

Fiuegei, 1325 2d ave., bet. 69th and 70th 


very we! 

R. Martini, 2d‘ave., cor. 105th st. 
Sale of Sipens very fair. 
Voss’ pe ney = Ad — 2nd ave. and 99th st. 
Sella few Ripan: 

Oscar Carlstedt, coe; 89th st. apa 2d ave. 
Ripansare allright. They * 

J. A. Powelson, 1993 2d ave., bet 1024 and 108d 
sts. Wesella few Ripans. 

Wilkes’ Pharmacy, 1985 2d ave., cor. 102d st. 
bn will have them, and we had to buy 


Moy _ © Bros., 1657 2d ave. Havinga om sale. 

Can Wilken, 1739 2d ave., cor. 90th s 
Selling well. 

Lippincot’s Drug Store, 8. W. cor. 96th st. 
and ve. We areselling a lotof Ripans. 

C.A ‘A. Proben’s Pharmacy, 1682 2d ave. 
Selling Ripans eve ay. 

Webster Bros., 1557 2d av 
The sale of Ripans is at 

Chas. A. Aronstamm, 1501 2d ave., cor. 

st. Are selling quite a few. 
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Yorkville Pharmacy, 1480 2d ave., cor. 77th st- 

aa very well. 
Ww scans os ay Ri right al 
e are se ca ‘ew Ripans t alon; 

M. D. Mislig, 1396 2d ave., near Tad” st 
Have just ordered some "Ripans ; : Le 
never sold many, but there seems 
increasing demand for them. 

Robert Fieicher, 1324 2d ave. "Selling well. 

The Rhinelander Fagemacy. 2d ave., —. —- 
st. Yes, sir, we sell a good many 

There is more money in’ the many Ripans. and 

Pp cutting prices. 


. J. Dittmar, 1180 2d ave., cor. 62d st. 
Are selling very well, A Scent article is 
what sells now, and they area good thing 


for a druggist to handle. There is no dan- 
ger of their getting to cutting prices. 
a 's Drug Store, cor. 42d st. and 2d 


ave Hing Dog Ay dens eek, the, 


Oscar T. Som 
Selling well. 

Louis Stuermer, 88 2d ave., near 46th st. Sell- 
ing well. Only one fault to find with 

Spee, are killing the sale of our 
+= but I suppose we might as well sell 
ipans. That was a wise plan to put the 
price of Ripans at five cents. If a man can 
purchase what he wants for five cents he 
always hasit. Ifit cost forty cents or fifty 
cents he does not make the purchase. It is 
just like = Coney Msland with a 
pocket full of c e. 
. Davidson, 113 “2 ave., near 60th st. 
Selling a few five-cent Ripans. They take 
the lead of anything else on account of 
the price. 

L. Freiberger, 1156 2d ave., near 6ist st. 
Selling very well. Have just placed an or- 
Pe wy for some more. 

A. 8. Katzman’s Pharmacy, 962 2d ave., cor. 
bist st. a ans selling very well. 
n, 2nd ave., cor. 56th st. We are 
5 feliing a Siete of those Ripans Tabuies. 
thy, 54th st. and 2d ave. We sell two 
ree dozen a week of the five-cent size. 

C. P. Stolzenburg, 984 2d ave., cor. 52d st. 
“= pone — well. 

Francis X. 1077 2d ave., cor. 57th st. 
We are Fk ‘quite a good many five-cent 
Ripans Tabules. Itis the five-cent article 
that sells nowadays. Any one will =e 
five cents to try a new thing. Were t! 
price more, they would never give it trial 
and never Know its merits. 

A.S. Slonim, 122 Hester st., cor. Chrystie st. 
= nak Leng sell Ripans Tabules. They sell 
pre 

The Workingmen’ 's Pharmacy, 574 2d ave., 
bet. 8ist and = sts. We have calls for 


19th st. 


wort 


archow, 2d ave., cor. 
ware =. very well. 

Kip’s Bay P ——— 700 2d ave. 
Selling pre y @ 

Tyler’s Dru ~~ Ang 678 2d ave. 
Ripans selling well. 

N. Leslie Littell, 731 24 ave.,one door above 
39th st. Weare selling quite a good many 
Ripans. Five and ten-cent goods are taking 
the lead on everything nowada ys and they 
Py ei ple that get the t 

reyer, 747 2d ave. 
Oehase Ti Tabules are great sellers. 

Medical Hall, 652 2d ave. Are selling a good 
many Ripans. I have been in business here 
eirey years, and am convinced that the 

nw ns Chemical Co. have done just the 

t thing to put a five-cent package of 

Tabules on the market. They have got 
ahead of some one else. 

Carl E. Kessler, 621 2d ave., cor. 34th st. Five- 
cent Ripans Tabules are —_ like hot 
cakes. ve-cent goods sell well around 
here. That price seems to be about what 
people want to pay for almost everything. 

Otto Lenz, 498 2d ave. 

Ripans selling first-rate every day. 

German and American Pharmacy, Geo. W. 
Kirchhoffer, Mgr., 359 2d_ave., near 21st st. 
Ripans selling well. Five and ten-cent 

goods are just what they want in this 
soighbor rhood. 

Carey’s Drug Store, 2d ave., cor. 30th st. 

We are selling a few Ripans every day. 
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L. M. Brandt, 423 2d ave., near 24th s' 

We are selling from one to ty “dozen of 
Ripans Tabules every day. People will 
have Ripans. We get out of Ripans occa- 
sionally and try to substitute something 
else, but it don’t work. 

Henry Walter, 213 2d ave., cor. 13th st. 

Ripans selling well. 

Otto Hueffmeyer, $92 2d ave., cor. 12th st. I 
am having the greatest sale on Ripans of 
any advertised article I handle unless it is 
Bromo Seltzer. There is one lady here that 
has got the whole neighborhood to eating 


Ripans. 
Ernest A. Denicke, 158 2d _ave., cor. 10th st. 
Having an excellent sale on ’Ripans. 
Abraham Weiss, 146 2d ave., cor. 9th st. 
sells are selling well. A five-cent article 
Is quick and is just what the people 


Weiss Rosenthal, 101 2d av 
We are having ‘just a fair ‘sale on Ripans. 

Wm T. Stohlmann, 30 2nd ave., bet. ist and 
2d sts. Ripans are selling well. We have 
no objection to selling Kipans Tabules but 
4 we did we should have to keep them just 

he same, for the oe people will have them. 

H, Millert & Co., 532d ave. Weare having a 

lendid trade on Ripans. It is remark- 
. le what a demand those people have 
made for their goods in_so short a time. 
The goods are all —_. _ people buy 
once they come back ag: 

Behn & Stechmann, 35 Si ave. We like te 
sell a patent medicine that Lr tego not 
cutting the price on. Nocutting on Ripans 
Tabules. 

People’s Pharmacy, ang Chrystie st., one 
yes pool Broome st. We have sold quite 

ood many Ripans late y. 

oits Rechier, 19 Rivington st., cor. Chrystie. 
we only kept Ripans Tabules a short time 

ut they are selling quite well. 

mu "Friedburg, 19 Delancey st. Oh, yes, 
= Ripans Tabules. They are selling very 


1. 

A. Guarina, 21 New Bowery. 
We sell a few Ripans Tabules. 

Henry J. Reel, 214 Monroe st., bet. Scammel 
and Gouverneur sts. We sell a good many 
of the five-cent Ripans. 

Ary Flaks, 120 Monroe st., cor. Rutgers st. I 
have just ordered some Ripans Tabules to- 
day. They sell well. 

Fourth Ward Pharmacy, 42 Madison st., cor. 
Jamegst. They go very well. Sell quite a 


goo Many. 

alex. J. Sweidler, 31 Rutgers st., cor. Madi- 
son. Ripans are selling fairly well. 

Manhattan Pharmacy, 298 E. Broadway, cor- 
Scammelst. We are selling a good many 
Ripans Tabules. The Ripans ten for five 
cents on the window has made agood many 
customers for us. 

Gilbert’s Drug Store, 527 Grand st., junct. of 
Henryst. Ripans are selling very well. 

Bakst Brothers, 249 Henry st.,cor. Montgom- 
ery. Ripans are selling first rate. 

LeoShoob’s Pharmacy, 163 E. Broadway, cor. 
Rutgers st. We are selling a good many 
Ripans Tabules. 

Liberty Pharmacy, 117E. Broadway, cor. Pike 

t. e sell quite oaeeks many Ripans. 

The Standard harmacy, R. Goldberg, prop., 
100.Henry st., cor. Pike st. We sell Ripans. 
They go very well. 

East Broadway Pharmacy, 75 East Broadway, 
cor. Market st. Weare selling quiteagood 

many Ripans Tabules. 

The Kraft Pharmacy, L. F. Roediger, pro 
63 Division st., cor. Market. Ripansare se I 
ing very well. 

Geo. Ginsberg, 225 "oe st., cor. Jefferson. 
Wesell some Ripan 

Goetzhoff & Bakst’s Pharmacies, 189 E. Broad- 
tnd one. Jefferson st. Weareselling some 


B. Mishking, 56 Jefferson st., cor. Monroe st. 
Ripans are selling. 

Gouverneur Pharmacy, 319 Madison st., cor. 
Gouverneur st. We are selling a "good 
many Ripans Tabules 

Dochennety Bros., 227 "clinton. st., cor. Rut- 

. Selling afew Ripan 

I. {itecnite, 92 Madison st., bet. Catharine and 
Market sts. We have a good many calls 
for Ripans Tabules. 
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Aaron Gordon, 40 Market st., cor. Madison. I 
sell Ripans Tabules when my customers in- 
sist on it, but always sty to sell them cath- 
—<_ pills when Tecan I or I can make more 
on 

J. Liebhoff, 177 Allen st., near Stanton. 
Weare selling some Ripans. 

Lak Bros., 193 wed 7. s. 


pT good m Ripans. They 
e very well in this vicinit 
Max Nitzsche, 560 Ist ave., bet. 1d and 38d sts. 
Sell a few Ri pans. 
= E. Monell, 2 Ist ave., cor. Houston st. 
many Tabules are selling’ first-rate. 
Adolph A. Edlich, Ist ave., cor. 0th st. 
(pans se selling well. 
Weismann, 257 Broome st., cor. of Or- 
= ps. We are only selling the five-cent 


yn Bros., 868 Ist ave. and 3058 3d 
ave. We are selling a good many Ripans, 
and especially in the past few weeks. 

Henry J. Kopf, 7 Rivington st., cor. Allen. 
I think we sell more Ripans than any one 
else around here. 

The Diamond ceaomers Rivingsten st S 
cor. Orchard st. Sell quite a good man. 


adolons Muench, 66 ist ave., cor. 4th st. nip 
ans are selling very well. We have sold 
three dozen this week so far. 

Dr. Ten Brink, 88 Ist ave. 

Ripans selling first rate. 

Luster Dohrenwend, 134 Ist ave. 
Ripan3 are selling very well. 

W. Weltewitz, 115 ist ave, cor. 7th st. 
Ripans selling very well. 

Emanuel Teperman, 276 Broome st., cor. 
ll Are selling quite a good many 

par 

Henry Fr “Albert, 305 Ist ave., bet. 17th ont 18th 

sts. Having a very fair sale of Ripa: 

Heary Buggle, 321 ist ave., bet. 18th aed 19th 
sts. Isell a few of yout Ripans. The five- 
cent size sells prett ell. 
Hunt & Goometen, ist ave., cor. 15th st. 

Ripansselling very well. 

John Albert, Jr., 225 ist ave. Ripans selling 
firstrate. Just ordered anew su ply to-d. 
Max Gebauer, 409 Ist ave., cor. 24th st. e 
are selling about three dozen of Ripans 
Tabulesaday. Wesella great many to the 
factory people. It beats the world how 
they go. Those people will make a fortune 

out of those goods. 

Chas. E. Wullstein, 837 1st ave., bet. 46th and 
47th sts. Sell quite a good many Ripans. 

Chas. W. Roux, 38 Ist ave., cor. 2d st. Yes, 

sir, we are selling Ripans Tabules. It is the 
5-cent and 10-cent goods that sell pe 

Henry M. Kolasky, 945 ist ave., cor. 52d st. 
have calls for them right along. 

Nathan Wallach, 136 Stanton st.,cor. Norfolk 
st. I think we must sell more oe than 
—v< one else around here. We sella lotof 


Eagle] Pharmacy and Dispensary, 209 Ave. 
cor. 13th st. Ripans Tabules are coliag 
first rate. 

F. J. Grimm & Co., 43 E. Houston st., cor. 
Norfolk st. We sell quite a good many 


pans. 

Joseph Kahn, 98 Rivington st., cor. Ludlow. 
. ron, they ge pretty well. 

I. Lewin, 130 Rivington st., cor. Norfolk st. 
= sell the Ripans. They are going all 


right. 

Albrecht Wortmann, 178 Ave. A, any 11th and 
12th sts. Are selling a Wcor. 

A. Volland, 289 Ave. A, 8. ot 18 h st. 
Weare selling a good 9 

H. fee Engel, 259 Ave. A et 
are selling a good wf A, CF. Fivecents 
is a popular price, and people rather pay 5 
—= one hundred "tines than to pay 
cents once. 

Dr. L. Schulz’ 's beep Pharmacy, 227 Av 
cor. 14th st. —— are eoting fast. Those 
little 5.cent packages “ just 

A. Weigand, cor. Delancey =i Essex sts. 
We have had qui a considerable demand 
for Ripans ier ies. 

Henry Schmid, 38 Ave. A, cor. 3d st. We are 
selling Ripans. There is nota day but what 
we se 

I. Rotkowitz, 165 Stanton st., cor.Clinton. We 
sell Ripsas. They are moving fairly well, 


We are sell- 
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Lawall & Searles, 127 Ave. C, cor 8th st. 
Ripans selling very well. 

Carl Hofman, 17 Ave. 

We are selling quite a few Ripans Taaaies, 

German- Smoricen Pharmacy, cor. Ave. B 
and 12th st. a selling very well and 
more particularly for the past six weeks. 

A. Duke, 218 Stanton st., cor. Pitt. 

We sell some Ripans Tabules. 

Sands’ Drug Store, 162 Ave. C, cor. 10th st. 
We sell a good — Ripans Tabules. 

G. Balser, 187 Ave. Ripans Tabules are 
selling very well. I notice our trade on 
them seems to increase ory 

Max Mayer, 41 Ave. C, bet. 4th sts. 
oe have an excellent trade on Ripans 

‘abule: 

Herman ‘Hobein’ 's Pharmacy, 357 E. Houston 
st., cor. Pitt st. Ripans are ‘going very well 
with us. A 5-cent article always sells 


readily 

L Bieler, 89 Ave. C, cor. 6th st. 
We are selling Ripans. Sell a good many 
eodore P. Rogers, 254 Ave. B, cor. 15th oo 
Ripans selling first rate. That 5-cent kind 
is what pened call for here. People like to 
= an article they can get for 5 and 10 

and 5 cents suits better than 10 cents. 

Vv. 4% Altshul, 14th st. and Ave. B. Ripans 
selling very well. We sell nearly a dozen 
some days. 

F. J. Grimm, 56 Ave. B, on. 4th st. 
Ripans selling fairly we 

Henry Noetzol at, 178 Ave. 5 cor. lith st. Rip- 
ans selling fairl hon well. Have a few regular 
customers for t 

Woelfel Bros., 76 Columbia st., cor. Riving- 


ton. We are fone: Fa few Ripans. Ihave 
soldtwo kages this —e 
Otto ery 165 Stanton st., cor. Clinton st. 


Sellin, ood man: Ripans. 

G. Junghas nel, 1379 Ave. A. 
Ripans selling well. 

L. J. Levine, 255 Stanton st. 
Ripans selling quite well. 

Louis Seither, 1 \ Columbia st., near Stanton. 
Selling a few Ripans right along 

Gheneey’ Pharmacy, 426 Houston st., cor. 

D. e are acting Ripans. There is 

ft iw @ run made on those goods 
—, ive-cent article just meets the de- 

agape Hesse, 1554 Ave. A, cor. 82d st. 
Ripans selling ni cely. 

Franz Bradtke’s Pharmacy, 111 Ave. D, cor. 
= st. Selling Ripans. Have quite afew 


calls. 

A. Becker’s Pharmacy, 214 Delancey st., cor. 
Pitt. Ripans selling first rate here. 

Eagle Drug Store, 39 Ave. D, cor. 4th st. We 
are selling a lot of Ripans. The price is 
just right to ed the people, and the for- 
mula is a good o} 

J. Booker, Stanton st., cor. Lewis. 

Ripans are selling well with us. 

Rivington Pharmacy, 304 and 306 Rivington 
st., cor. Lewis. Ripans Tabules are selling 
first rate. 

Julius Finkelstein, 804 Delancey st., cor. 

wis. Ripans selling well, and especially 
for the past few weeks. ~ 

M. al 5 eteeges 287 Delancey st., 

——— are selling very well. 

A. Radding’ s Prescription Pharmacy, 52 Col- 

umbia st., near Delancey. Sella few Rip- 


ans. 

John J. Hubel, 1358 Ave. A, bet. 72d and 73d 
sts. Ripans ‘selling first rate 

Liebhoff’s Pharmacy, 1581 Ave. A, cor. 8ist st. 
Ripans are selling fairly well. 

John Miaskowski, 1498 Ave. A, cor. 79th st. 
Ripans sell well. 

A. May, i J = ave., between 79th and 80th 
sts. Having good sale on Ripans Tabules. 
M. Fle ioheaere harmacy, 1315 Ist aye., 

bet. 70th and 7iststs. Having a good many 
calls for the Tabules 
Emil S. Bohata, 1543 ist gre. S W. cor. 72d st. 


Brennglass eee ist istave., cor. 77th 
st. Ripansselling well. 
John F. pg 1277 1st ave., bet. 68th 
and 69th sts. Ripans selling well. 
ohn &" Belding elder, 1064 Ist ave., S. E. 
h st. ans selling well. 
E‘Gebhardi, N. ae cor. 57th st. and Ist ave. 


cor. 
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We are noving on excellent trade on Rip- 
ans Tabules. ll a great many of them. 
Stolfi-Giannuzzi, Belvedere Pharmacy, 2237 

Ist —— cor. 115th st. Ripans sell very well. 

R. Hasselbach, 2323 Ist ave., cor. 119th st. We 
have ae a "good many calls for ae 

Theo. A. Moolten, 1682 ave. A, cor. 86th st. 

We sell a good many Ripans here. 

Wm. Eichler, 2405 ist ave., cor 123d st. Rip- 
ans are selling lively with us. I never saw 
an article that had not been on the market 
any longertbat sold so well. There is sure- 
ly a bright future for Ripans Tabules. 

Charles F. Klippert, 1667 1st ave., cor. 87th st. 
Ripans “sell ng well. Five-cent size just 
= a The smaller the price, the better the 


J. “a. “Wenzel, 1735 1st ave., cor. 90th st. 
Ripans selling very we ii. 

Cassius’ Prescri on Pharmacy, 1294 Ist ave., 
bet. 69th and 70th sts. Ripans selling well. 
F. L. Kessel, 2285 ist ave., bet. 117th and 118th 

sts. Sella few Ripans. 

W.C. Koehler, 1592 ist ave. 

Ripans sellin; very well. 

Theodore Diehl, 2013 2d ave., bet. 106th and 
10ith sts. Have some calls for eee. 

Chas. L. Finch, 1654 Ist ave., near 86th s 
Sellin a good many Ri pans. 

harmacy, 1579 ave. A, cor. 84th st. 
Ripans selling well. 

A. Miloche, 1617 ist 2 ave., cor. 84th st. 

Have quite a good sale on Ripans. 

William Racoosin, 1102 ist ave., cor. 60th st. 
Ripans selling well. 

John F. Wurthmann, cor. Ist ave. and 64th 
st. We are selling a good many Ripans 
Tabules. 

J.H. Wenzel, 1561 ist ave., cor. 8ist st. We 
are not only selling a few Ripans, but we 
are selling a good many. We have asplen- 
did sale for them here. 

William Schroeder, ist ave.,S. W.cor. 79th st. 
I don’t approve of putting advertising 
cards in window or store, but any one can 
hardly refuse an article that sells so well 
as Ripans, and that is such a pretty card. 

Schevcik’s German-American Pharmacy, Ist 
= oer. 4 73d st. People will have Ripans. 

Ostermann’s Pharmacy, anode ist ave., near 
2d st. Wesella few Ripan 

Paul Laccorn, 2146 2d ave., —y ‘110th st. 
Ripans selling well. 

Rieger & Klussmann, 1917 Amsterdam ave., 
cor. 155th st. za = ‘gelling some Ripans. 
Eugene Becker & C oe cor. 138th 

st. Ripans selling, fairly well 

Zagat Drug Co., 2457 8th ave., bet. 13ist and 
132d sts. Ripans having a splendid sale. I 
sell three or four dozen a day. I like to 
sell Ripans. There is a good profit, and no 
cutting on the price. I tel] you that wasa 

reat scheme when the price was made 
vecents. They go now. 

B. Roubicek’s Pharm macy, 2343 8th ave., bet. 
125th and 126th sts. Selling a good many of 
the five-cent Ripans. You ought not to 
ana put that on the market. 

0. Oberdorfer, 2393 8th “teed near 128th st. 
See gute: a few Ri _— 

Geo. H. Koch, 2482 &8t ave., 8. E. cor. 123d st. 
SS ell. 

—- Mol witz, 2707 8th ave., 144th st. 
reall ing Ripans resulerty every day. 

Oettel’s West 
ee ‘and 8th ave, Ripans are selling well. 
See what edvertising will do. 

McCreery’s Pharmacy, 2754 8th ave., bet. 146th 
and 147th sts. Ripans selling very well. 

bel’s Pharmacy, 2035 Amsterdam 

We sell a good many 


Side Pharmacy, cor. 142d 


ave., cor. 16lst st. 
Ripans. 
George B. Foster, 1961 Amsterdam ave., cor. 
157th * Have had a good sale for Ri ans. 
regell qult Amsterdem ave. and 154th 
uite a good maby packages of 
Ripans Tabule: 


Dall & Uhle. ‘Amsterdam ave., cor. 144th st. 
Rigen selling well with u 

Zag, Drug House, Eighth ave. and 139th st. 

wipans selling well. 
H. Porr, 1722 Amsterdam ave., 145th 

= Ripans selling well. 

Fred W. Turner, 91 Lawrence st., Manhattan- 
ville, N. Y. We sell some. 
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Joseph Trostler, 1429 Amsterdam ave., 
130th and 13ist st. We are selling a a 
an we and sng demand for them seems to 

H. L. Hischer. 14% Lexington ave., cor. 93d 
sf pane, selling very well. 

deberg, cor. Autom ave. and 


with st. Ripans selling very w 

Adolph J. Linser, 2161 yo re ave.,near 
167th st. I sell quite a good many ‘ipans 
Tabules. An article that retails for5or 10 


cents is sure of ys when they will 
stand the test poe 
Wilbur F. Rawlins. Eighth ave.,cor. sy 
st. Ripans lead all other cyeepale prepa 
ations asa seller with us ink it Will 
eventually be the champion seller for dys- 
pepe, constipation, etc., everywhere. The 
px ce, 5 cents, will bring itto the front. 
Alexander's Drug Store, cor. - i st 
8thave. Ripans are selling we 
The West End Avenue _- b¥ 172 West 
End ave. Ripans all right and a ¢ 
We sell a great many of the 5-cent 


The ¥ West End Avenue Pusemeey, 117 West 
End ave. Selling a few Ripan: 

=. B. Goe etting, Amsterdam ave, . N. W. cor. 

00th st. e sell a good many Ripans. 

P. I. Martin, 589 11th ave., cor. 44th st. Tsell 
about three dozen of Ri pansa week. I wish 
it was a 10-cent packet. 

Wolfs & Co., Amsterdam ave. cor 108th st. 
Wesella good many Ripans. 

H. A. Tomlinson & Co., cor. 102d st. and Am- 
sterdam ave. Ripans selling well. 

A. J. Heinemann & Co.,88 Wall st.,cor. Water 
st. Ripans are just having a fine sale here. 
a y itis remarkable how many we do 


Haddad’s Phermecy, cor. Stone and Broad 
sts. We sell a good many Ripans Tabules. 
J. Milhau’s Sons, 183 Broadway. 
Ripans selling Tight along. 
Hegeman & Co., ~ Broadway. 
Ripans selling w 
Henry E. Brown, 14 Wall st., near South st. 
Ripans selling very well with us 
Weil, Progressive Prescription Pharmacist, 
72 Wall st. We are sel ing a good many 
Ripans. I have been buying five gross ata 


time. 
R. E. Milligan, 62 Fulton st. 
Ripans selling well. 
8. A. Brown Pharmacy, 28 and 30 Fulton st., 
cor. Water st. Ripans selling very fair. 
Fred-J. Mertz, 55 Greenwich st. and 12Trinity 
i We sell about one dozen of Ripans 


Bracklo Bros., 10 Greenwich st. 
Have quite a good many calls for them. 

Spingarn Bros., 92 Greenwich st., cor. Rector. 
We sell quite’ a good many Ripans 

F. Wichelns, 192 Greenwich st. Iam selling a 
gross of Ri pans a week. There is a g 
= on 5-cent packages, but I do not try 

sell a dozen, for there by not enough tn it. 

Tarrant & Co., 278, 230 and Greenwich st. 
and 100 Warren st. [used to buy Ripans by 
the dozen, but have to buy in gross lots 
now. We sell a gross a week of the 5-cent 
packages. 

Chas. R. Siemann, 738 11th ave., cor. 52d st. 
Sell a good many Ripans. Buy’ a gross ata 


me. . 

West Shore Pharmacy, Arno C. Weissleder, 

prop., 555 11th ave., near 42d street. Wesell 
a good lot of Ripans. 

C.S. Martin, 486 ith ave., bet. 88th and 39th 
sts. We sell quite a good. many Ripans. 
There is a policeman that buys Tabules 
here that aiweye has a package in his pock- 
et, and every one he meets, if they say any- 
thing about not feeling well or bein 
stipated, he recommends Ripans an 
ally gives them one or two. Heisa 
advertisement for you. 

H. Beinfield, cor. Amsterdam ave. and 106th 
st. I sell a good many Ripans. They are 
all right and a good seller, and the sales on 
them seem toincrease. Ripans are all right. 

H. Inhof’s Pharmacy, cor. Amsterdam ave. 
‘and 105th st. Sell a good many Ripans. I 
py a sapous from gross price. I must 


Jacob. Wolke, 876 Amsterdam ave., cor. 103d 
st. Ripans selling very well. 


. and 
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Miller Bros., cor. 10th ave. and 48th st. 
Very fair sale for Ripans. 

Geo. Brown, 321 10th ave., bet. 28th and 
29th sts. I never saw the sale of ty yf 
grow so fast as Ripans has in so rta 


time. 

John H. Eberhardt, 482 W. 22d st., cor. 10th 
ave. Ripans sellin, very well. 

8. H. Jameson, 294 10th ave., cor. 27th st. 
Selling quite fair. 

Lunebu.g’s Pharmacy, 818 10th ave., bet. 
54th and 55th sts. Yes, Ripans sell every- 
weeps. I guess we sell about one dozen a 


RI Lucke, 437 Amsterdam ave., cor. = st st. 





We are sellin a good many Ripa: 

Schlosser & Gerken’s Phormecy, ot toth ave. 
one door above 52d st. We have very good 
sale of Ripans. 

aus. D. Kraemer, ag 10th ave., near 5ist st. 

pupae selling fair. 
Fels, 721 Amsterdam ave., cor. 9th st. 
a selling first rate 
Mendel Zag: 


at, st. and Amsterdam ave. 

Ripans are selling w ell. 

Charles 8S. Erb, 121 A msterdam ave. oom 65th 
st. We are doing uite justice tot 
We have had a 5-gross window ‘display 
here for nearly two weeks. They are near- 
ly all sold now. Those packages you see 
are all empty 

B. F. Warren, Amsterdam ave. and 79th st. 
LB — 

Lipset, 34th ~ “cor. 10th ave. 
We sell a good many Ripans. 
eo 580 Amsterdam ave., cor. 
Bet h st. ay a good seller. 
Fred’k Knau em ave. and 82d st. 
Ripans sell well 

F. T. Schmidt, 86th st. and Amsterdam ave. 
Good sales for Ripans. 

F. F. Bridgewater, successor to Zagat Drug 
oes , cor. 57th st. and 10th ave. Ripans sel 
ng w 

wiseone- American Pharmac , 730 Amster- 
dam a pe cor. Ripans st. Are having a very 

on 


sR elbeok, 6i2i0th ave., cor. 44th st. 
Ripans selling very well. 

= M. Fisher, — ere Aguneiom ave. 

pans are a great seller and very popular. 

J. E. Branigan, cor. 67th st. and Amsterdam 
ave. We sell la lot, not “that we have any 
love for them, but use we have to on 
account of the demand. We buy them by 
the gross. 

Wm. Hauenstein, Amsterdam ave., cor. 78th 
st. We buy a gross of Ripansat a timeand 
they go quick. A five-cent article seems to 
i the most 7 seller of the day. 

J. Proben’s Prescription Pharmacy, 295 
PRi- ~-. ave., cor. 74th st. Ripans sell 
well. The five-cent size a perfect success. 
One of my customers that had been using 
the =” -cent boxes came to me the other 
5 Xe said, you eherge me fifty cents for 

abules. ican ns 20 Tabules for forty 
cents. Cust tomers think it is a regular 
“skin game.” 

L. A. Frasick, 81 Amsterdam ave., cor. 63d st. 
Four months ago I hardly knew what Rip- 
ans was, but when they came out with that 
five-cent size Isaid then that their success 
was certain. We sell a lot of them now. 
Any one that sees that ad wants to try Rip- 
ans, and they will, for it is only five cents, 
one once they try them oy continue to 

se them, for “4 are all righ 

William Gartler, 1 10th ave., bet. 57th ont 
58th sts. ~ sell a great many Ripa 
They are g I have used them myself. 
— they began to advertise them they 

gan 

Albert Eich, 746 10th ‘ta near 49th st. 

Fair sale for Ripans. 

C. Schoenefeld, 654 10th ave., cor. 46th st. I 
sell quite a tew Ripans. Ripans will sell 
well unless they get into dry goods stores. 
They kill the oalee of a ig. 

Adams’ Pharmac rent 10th ave. Ripans 
We rey y are = ight and a nice seller. 


We a a a ee Ripans 
“oo Reuter, cor. 35th st. and 10th ave. 
— gr bie srry -_ yay well 
Paul Langefeldt, 497 10th ave., near 38th st. 
To tell you the honest truth, I am not infa- 











vor of Ripans, for it hurts the sale of cath- 
artic pills, as we only give six for five cents, 
but it can not be helped. You give ten for 
five goats, a and Tg ae will have them. 
. Cox, 382 ve., bet. 3ist and 32d sts. 
T guess ipane are selling well every where. 
I was in Oregon two years ago and saw 
Ripans out there. 
Minrath’s, 635 Amsterdam ave., cor. 91st st. 
We buy by the gross and sell a good many. 
Pigeons Frentz, 311 7th ave., near 28th st. 
\ nm ks, Tabules. They are going well. 
Rt 708 7th ave., 47th and 
48th sts. Ripans solitons dihave. fair. 
Luerssen’s Pharmacy, 
Ripans selling quite well 
—_ & Stage, 57th st.and 7th ave. 
very fair ong for Ripans. 
Osean ress & Co., 918 6th ave., cor. 52d st. 
wie a selling firs rate. 
Weis, 34th es cor. 7th ave. 


a Ripans 
seil quite well. Weare selling them a 


Chas. 2. Gun: nz, 6th ave.,S. W. cor. 48th st. 
sell the Ripans Tabules. er f° all viene 
Munsch, Protzmann & Co., ave., cor. 
39th st. Good sale of ion 
L. Keyser, 430 6th ave., cor. 26th st. 
Ripans selling very well. 
M. Stein Drug and Cosmetic Co., 6th ave. and 
poy hst. Yes, we have a nice ‘trade on Rip- 


Oscar Krause, 349 7th ave., bet. 29th and 30th 
sts. Ri s selling very, very well. 
Rudolph Theis, 260 7th ave., cor. 25th st. 
The Tabules 2 i very well. 
J. Ostrewicz, 548 roadway, bet. W. 
nat Saree. “There is qu tea meee 
or 
Ewen Melnt, eyve & Som, 8 6th ave., 8. E. cor. 
ates peas te sell well. 
&, Hesenntos 576 7th ave., cor 4ist st. 
wa. Lego Tabules selling well. 
gol, 286 ith ave., between 26th and 27th 
ope ti me a ‘sell very well. The 5 
cane kind sells best 
Chas. F. Runkel, 378 7th ave., cor. 3ist st. 
eapene going well. We buy’ a@ gross ata 


me. 
Charles F. Lord, 36th st. and 7th ave. Ripans 
—- well. This has been a good day for 


ooan Wirth, 821 7th ave. cor. 58d st. Weare 
an Ripans anda os many of them. 
er & Berrian, 412 6th 
ee elias eg 
William Neergaard, 936 6th ave. 
Ripans sonie all right. 
J. B. Frees, 179 6th ave., bet. 12th and 13th sts. 
Ripans selling well. e sell five or six 
dozen a week. Once in awhile we sell a 
10-cent bottle. Some one thinks they are 


better because they only get six for 10cents. 
George E. Schweinfurth, 866 6th ave., cor. 49th 
Ripans selling well. Good sale for 


them 

H. T. ‘Galpin, 1014 ens ave., N. E. cor. 57th st. 
Thesale of i“ ans is good, and for the past 
four mont been remarkably good. 
5 = we sell more Ripans Tabules than 

ten similar pas arations. 

Fred E. Roen & Co., 521 6th ave.. near 3ist st. 
Sell quite oge0d many 5-cent Ripans. 

Wanier & Imgard, 1322 Broadway, bet. 34th 
and 35th sts. 44 Tabules are selling 
splendidly here. Have had —e difficulty 
with 5-cent and 10-cent packages. There is 
less in the 10-cent bottles than in the 5-cent 
kind. This difference makes people think 
there are two qualities, they do not see so 
much difference in packing. 

Wm. Mettenheimer, 794 6th ave., N. E. cor. 
45th st. Have no trouble to sell Ripans. 

They sell all right. 

Otto Boeddiker, 954 6th ave., cor. 4th st. We 
have a good Sale for Ripans here. I have 
noticed of late that the sale of Ripans has 
increased wonderfully. [expect it is the 
result of advertising. 

Charles F. Hanson, 244 6th ave., next Green- 
wich Savings Bank. Having’ an excellent 
sale on the 5-cent Ripan 

C. O. Bigelow, 102 6th ave. “opposite Jefferson 
Market. We are having a@ nice trade on 
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Ripans. Have just bought a 
the five-cent cartons and $1 si 


uantity of 

ze bottles. 
pod Sy af. all kinds, a great many of the fifty- 
cen es. 

The Ehrmann Drug Co.. 43 6th ave., near W. 


4th st. Ripans selling, L¢é, the five cent 
size. I guess you people do not want to 
sell the ten-centsize, only give six Tabules 
for ten cents and ten Tabules for five cents. 
oe Pharmacy, 868 8th ave., cor. 52d 
Gc sale on Ripans. 
D. Si. Priest, cor. 23d st. and _ ave. 
Having a nice sale for Ripan 

bg 4 Brothers’ Pharmacy, 1] ‘8th ave., cor. 
17th st. Ley are a good seller. We buy 
a gross ata tim 

A. C. Behrens &C Co. ., 637 8th ave., cor. 4ist st. 
Have good stock of Ripans. Selling well. 

Bohmfalk & Pritting, cor. 45th st. and 8th 

ave. Ripans selling all right. 

The be Ege h Avenue Pharmacy, 825 8th ave., 

th and 27th sts. Ripans a good seller. 

Harry Heller, 157 7th ave., bet. = and 20th 

Ripans selling well wit 

: ave., hear 56th st. 
Ripans selling quite fai r. 

John C. Morrison, 262 8th ave. Ripans a good 
seller. We sell seven or eight dozen a 
week. They are ve a staple article. 

Hunt & Gregorius, 421 8th ave., N. W.cor. 3ist 
st. Ripans selling well. 

E. E. Babcock, 51 8th ave., cor. Horatio st. 
Ripans selling well. 

Martin Arnemann & Co., cor. 38th st. and 8th 
ave. Ripans sellin well. 

Frederick K. James, 100 8th ave., cor. 44th st. 
Ripans —- well. 

Chas. Regnault, 2328th ave., od 22d st. 
Ripans selling well. Good sal 

Gebhard & Bell, cor. 8th ave. ~~ 28th 
Ripans have reached us and selling ae 
The R. Co. were no doubt at sea for 
awhile in just what form to Ee out their 
Tabules, but they have no doubt accom 
plished it. The five-cent cartons are a ve 
popular article, and will undoubtedly net 

them one hundred fold. 

Sayer & Pringle, 977 8th ave., bet. 57th and 
58th sts. Putting Hf medicine in five- cent 
pockeasets too smallan amount. When it 

S$ put up that way people will buy it, but 

medicines ought not to be put up in less 

than twenty five or fifty cent amen. 

pe idea. People have got into buying in 
uch small quantities 

Phillips & Willmott, 338 8th ave., bet. = and 
5ist sts. Weare sellinga lot of Ri pan 

Schaaf Bros., 798 8th ave., bet. 48th —y “49th 
sts. I am selling a good many Ripans. 
Ripans have hurt the sale of our cathartic 
pills. We only gave six for five cents, and 
they give ten Ripans for five cents. 

Paul F. Metze, N. ~" eon 42d st.and 8th ave. 
Fipene selling fai 

F. St. J. Barrett, 464 ‘Sth ave., bet. 33d and 34th 
sts. No trouble about Ripans. They go. 

Weinman’s Pharmacy, 80 7th ave., bet. 15th 
and 16thsts. Ripans ‘Tabules are one of the 
best sellers we have. 

0.C. Weinman, 173 7th ave., one door above 
2thst. Weare having a great sale of Rip- 
ans. Theyare a great seller. 

4 C. Roth, 14th st. and 7th ave. 

pipe ns gelling well. 

The Pearl Pharmacy, 507 Pear! st., cor. Park 
st. Bipens =“ selling well, People call for 
them all righ 

William Krapt, 171 Hester st., bet. Mott and 
Elizabeth sts. Are selling some Ripans. 

Senate Pharmacy, 60 Bayard st., cor. Eliza- 
beth st. Selling a few Ripans. 

Bernard J. Costello, 202 Grand st., cor. Mott. 
If you want ~~ honest opinion about Rip- 
ans, I will ue fully say I have a great de- 
mand for them and sell a good many. 
There is no oo to try to have people use 
anything else, for they insist on aqving 
Ripans or they go somewhere else. I se 
my patrons what they call for, and then 
they come again. 

Worth Street Pharmacy, 172 Worth st. 
Sell about one dozen Ripansa week. 


Saladino’s Pharmacy, 387 Broome st. Ripans 
selling well. [ used to sell a good many 
when I worked in Brooklyn. 
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B. Dragoni, 195 Hester st. 
We sell a few Ripans. 

Vitalis Wolerstein, 182 Canal st., 8. E. cor. 
Mott. Kipans selling first rate with us. 

Fortunato Franciulli, 223 Grand st., cor. 
Elizabeth st. Ripans selling very well. 

V. Clausi, 30 Spring st., cor. Mott st. 

Sell a few Tabules. 

Charles Reimherr, 45 Spring st., cor. Mulberry 
st. Ripans are selling fine. I buy by the 
gross and they don’t last long. I will tell 
you the honest truth, no faking, they are 
selling fine. They go like hot cakes. There 
is a fortune for the R. C. Co; in them. I 
recommend them whenever I have a 
chance. 

Geo. Leinecker, cor. E. Houston and Mott sts. 
The sale of Ripans is good. 

Stock Pharmacy, cor. MacDougal and W. 
Houston sts. Ripans selling well. 

Edwin Wall, 48 Grand st., one door west of 
So. 5th ave.  — sell like hot cakes. No 
trouble to sell them, they are so cheap. 

J. Colp’s Pharmacy, 209 Bleecker st., cor. 
Minetta. Ripansselling like hot cakes. We 
buy a gross at a time. They are a nice 
article. 

Herzenberg’s Pharmacy, 40 Grand st. 

Ripans selling well. 

Paul F. Gebicke, cor. W. Houston and 
Thompson sts. Ripans selling fine. 

The Bleecker Street Pharmacy, 289 Bleecker 
st. Selling some Ripans. 

H. Meyersfeld, 361 Bleecker st., near Charles 
st. Sell some Ripans. 

Henry Schmelz, cor. Christopher st. and 
Greenwich ave. Ripans selling. 

Roth & Flower, 463 Hudson st., cor. Barrow. 
Ripans selling elegantly. We buy by the 
gross and they only last a short time. 

Dr. E. Marini’s Dispensary, 181 Spring st. 
Ripans selling we jaround here. Yes, sir, 
they sell well. 

C. F. Jenssen, cor Varick and Carlton sts. 
Selling a few Ripans Tabules. 

Chas. Kaufholz, 171 Prince st. 

We sella few Ripans. 

Beach Pharmacy, 533 Hudson st., cor. of 
Charlesst. Ripans Tabules are selling well. 

Frank A. Haessig, 784 Washington st., cor. 
Jane. We are selling Ripans. Ripans are 
all right—only I gave six_ pills for 5 cents 
and Ripans gives ten, and people will buy 


Ripans. 

Adrian Fritz, 624 Hudson st., cor. Jane. Sell- 
ing some Ripans. How about the 50-cent 
boxes: You give more for 5 cents than 

ou do for 10 cents. 

Theodore Cole, 11 8th wre. cor. W. 12th st. 
Ripans selling very well now. 

William Fisher, $27 Bleecker st., cor. Chris- 
topher st. Ripans selling first rate, buy 
by the gross. The formulais very nice. 

Albert A. Kirschner, cor. W. 4th and 10th sts. 
Ripans selling well. 

William F. Brandt, 54 Greenwich ave., opp. 
Perry st. Ripans selling well. I just so 
a package to that customer. When the R. 
C. Co. put up this five-cent package and 

ut in four extra Tabules from what they 
had in the glass vials they ought to have 
made the price ten cents. hey would 
have sold just as many and got more profit. 
It would have been popular price and 
they could have afforded to give the drug- 
gist a little larger profit on them. 

F. S. Quintana, 136 E. 28th st., bet. Lexington 
and 8d aves. Selling some Ripans. 

S. Clevan, 1186 Lexington ave., cor. 8ist st. 
Fairly good sale of Ripans Tabules. Areall 


right. 

Sayer, Pringle & Rhein, Lexington ave., cor. 
48th st. Ripans selling well. Those five- 
cent cartons are sellers. 

The Tremont Pharmacy, 97 Lexington ave., 
cor. 2ith st. Ripans sell well. The five- 
cent size the best seller. 

. W. Schoonmaker, 42d st.,cor. Park ave., 
opp. Grand Central Depot. Ripans selling 
well, all sizes. We buy in large quantities, 

Joseph Webber, Lexington ave., cor. 56th st, 
Good sale for Ripans here. 

Doepfuer’s Pharmacy, cor. 34th st. and Lex- 
ington ave. Ly op sell well. 

Reeder Bros., 460 4th ave., cor. 3lst st. 

Selling some Ripans. 
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Geo. E. Manson, 381 4th ave. Ripans selling 
well. Just had two sales for them. 

Van Horn & Co., cor. Park ave. and 4ist st. 
Ripans selling very well. We sell the fifty- 
cent size only. 

- N. Leigh, cor. 43d st. and 4th ave. Ripans 
selling well. Sell a good many large bottles. 


John F. Murphy, Lexington ave., cor. 29th st. 
Ripans ‘'abules are all right and a 
seller. I am using them myself and they 


give satisfaction. I sella lot of them. 

C. T. Webster & Co., cor. 64th st. and Lexing- 
ton ave. Iam havinga good sale on Ripans. 
Iuseda — package left here a year or 
two ago. They “gave relief.” I have one 
customer that buys three packages at a 
time and comes in regular. 

Nanheim Pharmacy, cor. Lexington ave. and 
59th st. Weare selling quite a few Ripans, 
although I don’t guppees we dish them out 
as fast as some of the stores. 

P. Hoykendorf, 636 Park ave., cor. 66th st. 
Ripans selling first rate. The 5-cent size 
goes best. They can get more for their 
money. 

M. H. Smith, cor. 76th st.and Lexington ave. 
Ripans selling first rate. They are very 
popular. 

George Kleinau, 879 Park ave., cor. 78th st. 
Having a fair sale for Ripans. 

C. A. Henrichsen, 2028 Lexington ave., cor. 
124th st. Having a good sale for Ripans. 

Lippincott’s Drug Store, 8S. W. cor. 96th st. 
and 2d ave. Ripans all right—sell well. 

Bresler’s Pharmacy, 101 E. 86th st., cor. Park 
ave. Ripans selling very fair. 

Wm. Huether, 1822 Lexington ave., cor. 113th 
st. Ripans selling very well. We are hav- 
ing a good trade on them. 

H. L. Hischer, 1424 Lexington ave., cor. 93d st. 
Ripans sell well. 

B. Roudin, 1557 Lexington ave., bet. 99th and 
100th sts. They are selling very well. 

Cable Pharmacy, 1510 Lexington ave., bet. 
97th and 98th sts. We are selling a lot of 


Ripans. 

John H. Zeigler, N. W. cor. Lexington ave. 
and 110th st. Ripans selling — well. 
Are they going to continue putting up 


Columbia Pharmacy, foxtagton ave., cor. 
Sith st. Very g e for Ripans. 

Garfield’s Pharmacy, Lexington ave., cor. 
96th st. Ripans going well. 

Louis Youngwitz, 1855 Lexington ave., near 
115th st. Ripans sell well. 

L. Dillon, 1 Lexington ave., cor. 117th st. 
How those little Ripans do sell. We sella 
lot of them. When the price was made 5 
cents it began to sell. 

N. Fetter’s Pharmacy, cor. Lexington ave. 
and 103d st. Ripans selling well. 

Wm. Huether, N. W. cor. Lexington ave. and 
116th st. What have you ee got out 
that fake article for? I can’t keep them. 
Explanation: I can’t keep them, for they 
sell so fast. I get out of them before Iam 
aware ofit. They are a great seller. 

H. C. Schmidt, 1134 Park ave., cor. 91st st. 
Ripans selting Rrotey well. 

J. K. Bernhard ark ave., cor. 120th st. 
We are having an elegant sale here for Rip- 
ans. I just sold six kages. I tell you 
yom they are just right. e have to keep 

em. 

W. B. Tongue, Lexington ave., cor. 92d st. 
Having a good sale of Ripans. Sell quitea 
good many every day,and the trade runs 
even. We buy one gross at a time; have 
thought I would buy alarger quantity some 
time and make a display in window. They 
are very popular g Bs 

Bruno Thome, Park ave., cor. 115th st. Those 
Ripans Tabules sell like hot cakes. 
I get outof them bef 


are Pp’ 

F. W..Foucar, 138 and 140 E. 86th st., cor. Lex- 
ington ave. Ripans are selling well. It was 
along while we did not sell many. That was 
before the 5-cent size came out. They sell 
all right now. 

Henry A. Vogt, 1691 Lexington ave., cor. 106th 
st. Having a good demand for Ripans here. 

J.H. Caan, 1991 Lexington ave., cor. 12ist st. 
Ripans Tabules sell very well. We buy in 
small quantities for fear you will stop ad- 
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vertising and have a lot of of goods on hand 
that will not sell. Have been caught that 
way a few times with other goods. 
i. ae 122d st. ard Park ave. Ripans 
ing well lately. The demand 
qizaduaily increasin ng. 
G. R. Klutow, 1754 Lexington ave., cor. 109th st. 
Ripans selling well. 
x J. Breitenbach, 591 Madison ave., cor. 57th 
Ri 8 selling very well. Sell both 
chess boxes. 
Herm. Krehbiel, Madison ave., cor. 87th st. 
Ripans are selling well. Since you got out 
— 5-cent article Ripans have sold remark- 


va Bie ond, ss | ave., cor. 114th st. 
a A... selling we 
J, nF riediander, 1815 Madison ave., cor. 
Ripans selling first class. 

Wolfert's Pharmacy, 1470 Madison ave., cor. 
10istst. Ripans selling very well. 

Herm. Heineman, 7th ave., cor. 122d st. Rip- 
ans sellingwell. The formula =e good one 
and Ripans Tabules are all right. 

E. Weiss, 1732 Madison ave., 8. W. cor. 114th 
st. eens go well. 

. M. s & Co., Madison ave. and 
i1oth “ Ripans are “alt right. Selling first- 


a4 _ 1578 Madison ave., cor. 106th 
st. nian t selling well. 

H. A. Cassebeer, Madison ave. and 75th st. 
Ri ~ selling well. They are a good ar- 


tic 

Jultus ‘Goetze, 868 Lexington ave., N. . cor. 

65th st. We are ane | some Ri pan 

Eisentrager’s Pharmac Sateen all and 
104th st. "Ripens ns selling we 

Bresiee’ : Lh. <> hey ave. and 107th 
st. sale for Ripa 

Fred’ | Mloineehonidt, 117th st. and "ith ave. 
py ipanete been selling pretty fair. 

unz, N. W.cor. 7th ave. and 118th 
— Ripans ’sellin well, that is, we sella 
good many of the ve-cent size. 

A. neem 1692 Madison ave., cor. 112th st. 

ioe ans selling well. I like to sell those 
Tabules, there is something in it. 

Vetter’s Pharmacy, 1756 Madison ave., cor. 
116th st. og trouble selling a well adver- 
tised articl 

Bruno R. Dausch 129% Madison ave., cor. 





92d st. Ripans selling well. 
The paynede geet Tthave.,cor, 12ithst. We 
sella good many ’Ripans, and sell quite a 


few dozen packages. If it were not for the 
rice, forty cents being on package, I could 
ust as well get ic &- cents for them. Cus- 
tomers will say, much fora dozen? 
Fifty cents?” IfI could sell them for fifty 
cents a dozen and make fourteen cents, I 
would try and push the sale of dozens. 
Charles H. White, Madison ave. and 53d st. 
Wo are i selling a lot of Ripans. They go 
r 
Johnson Drug Co., 2225 8th ty cor. 120th st. 
We sella lotof Ripans, both sizes. We sell 
about half a gross a week of the five-cent 
size. They ought to have made that ten 


cents. 

Louis Haack, 804 Columbus ave., bet. 99th and 
100th sts. Am selling a lotof Ripans. They 
ought to put up a ten-cent size. 

The People’s Drug Store, 8. E. cor. 123d st. 
and 8thave. Very good sale for Ripans. 

Theo. H. Francke, Manhattan ave. — 12ist 
st. Isell guise afew of the Tabul 

H. Buch, 655 Columbus ave., cor. 92d st. 

We sell alot of Ripans Tabules. 

° h, N. W. cor. Columbus ave., 
cor. 106th st. Ripans selling well. 

The Zagat Drug ., 2117 8th ave., near 115th 
st.. Ripans selling well. It is amistakefor 
the Ripans Chemical Co. to put price for 
one dozen on package forty cents. Drug- 
gists ought to have a chance to make dozen 
pee for Pak -five or fifty cents. No drpegies 

te induce a customer to bu 
jay even if he buys by the gross or ve 
gross. If Icould make more I would try 
and sell every customer a dozen 

John Sidley, cor. 94th st. and Columbus ave. 
Ripans have sold vee well late 

—| Friedlander, 2183 8th a, near 118th 

We sella terrible lot of those Tabules. 
They go like hot cakes; agross doesn’t last 


any time. At both stores, this one and the 
-_. = Lexington avenue, we sell a good 


Schroter & Co., cor. Columbus ave. and 86th 
st. Weare selling lots of Ripar 

Dorn’s Pharmacy, 1" ave. and 96th st. 
Ripans selling ver Za 

Dorn’s Pharmacy, 6 ‘columbus ave. and 93d 
st. Our trade on Ripans is good. 

Wm. Hauenstein, Columbus ave., cor. 89th st. 
Having splendid sale for Ripans. One week 
especially they soldamazingly. One of the 
clerkssays: ‘They go like the ‘ deuce.’” 

Ira Ulman, cor. 98th st. and Columbus ave. 
They ought to be kept in grocery stores or 
butcher shops. 

Chas. 7 Hatterman, 795 Columbus ave., cor. 
9th st. Ripans selling well. 

J.F. Comerford, 921 Columbus ave., cor. 105th 
st. Weare having a great sale on Ripans. 
I buy a gross and if I don’t keep a close 
watch of them I am getting out every little 


Bancker Pharmacy, 2122 8th ave., bet. 114th 
and 115th sts. I never saw anything sell 
like Ripans. For G——d sake it takes any 
one all the time to sell Ripans. A store 
doesn’t need to do anything else. 

Chas. Gees, ay ~ mean ave., N.E. cor. 104th st. 
Good sale for Rip 

Klippert & Co., 854 Columbus ave., cor. 102d st. 
Ripans selling well. 

A. a wo ) Seems, 116th st. and 8th 


ns se 

Frederick Kleinschmidt, 94th st. ont Amster- 
dam ave. Gcod sale for Ripan: 

Reinhard Eschmann, 7559th ave., ‘cor. 5ist st. 
Ripans Tabules are all right and sell weli 
with us. No mistake about it, there is no 
oer en eee a5-cent article that is well 


rtised. 

Fuchs. & Karmeinski, N. E. cor. 28th st. and 
9thave. Ripans selling well. No mistake 
‘about it, they sell grea 

> oenchen, oh ‘ave., N. E. cor. 44th 
ans having a good fair sale. 

amen” ilson, 215 Columbus . bet. 69th 
and 70th sts. Ripans selling fa’ 

E. Burian’s Pharmacy, 64 Coltesbus ave., bet. 

and 63d sts. Having quite a good many 
calls for Ripans. 

F.G. Werner's Drug Store, 439 9th ave. Sell 
@ good many mipens Tabules. The low- 
priced sort sells fas’ 

O. Hickstein, 542 oth ¢ i —- om st. 

Have very good sale for Hipens 

Louis P. Rupp, 178 9th ave E. cor. 2ist st. 
Ripans allright. That 5-cent package is a 
seller. Our trade has increased wonder- 
fully cn them of late. 

Reuten R. Smith, 198 9th ave., cor. 22d st. 
Ripans sell we: li. 

H. Schweitzer, 366 9th ave., bet. 30th and 31st 
sts. Ripans selling very well. I can not 
sell some of the 10-cent bottles which I have. 
Will have to use them myse 

Thos. Starr, 317 9th ave., near 28th st. 

Pipene selling all right. 

Chas. F. Mayer, 515 9thave., bet. 38th and 39th 
sts. The ipans Tabules are selling well. 
You people are doing a lot of governs sing. 

M. Zagat, 1039th ae cor. 17th s 
mipens —_= 

M. F. Ben ies cy, 357 W. Sa st., cor. 
9th ave. Ripans selling Meat well. 

Max Zagat, 9th ave. and 42d s 
Ripans selling we 

J. Wisnowski, 723 9th ave., near 49th st. 

Them little 5 cent size sell very well. 

Herman L. Behrens Co., 220 and Columbus 
ave., cor. Wth st. Are —— few Ripans. 
Buy ‘a dozen or two at a tim 

John K, Oats, 658 9th ave., cor. “i6th st. Ripans 
selling —_ along, right along. They are 
quite popular. 

The Kostka Pharmacy, 700 9th ave., cor. 48th 
st. We have a great demand for the five- 
cent size. 

The Zagat Drug Co., 783 9th ave,, near 52d st. 
Ripans selling very fair. 

Kantor Brothers, 670 9th ave., bet. 46th and 
‘7th sts. Ripans sell well. 
Jones’ Pharmacy, 798 9th ave., S. E. cor. 53d 
st. Selling a few Ripans. Just ordered 

some more to-day. 
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F. T. Bongartz, cor. 58th st. and 9th ave. 
We sell = uite a good many Ripans. 

W. B. Parkin & Co., 141 Columbus ave., cor. 
66th & Ripans sell well. 

Tsheppe & Schur, 316 Columbus ave., 8S. W. 
coe, Sth st. Good sale for Ripans. 

F. T. Dall & Co., Columbus ave., cor. 78th st. 
Ripans sell well. We keep a good lot of 
them on hand. 

Doherr’s Drug Store, 256 9th ave., bet. 25th 
and 26th sts. Ripans selling well. That 
five-cent size is a great seller. 

Chas. F. Schinkel, 352 9th ave., cor. 30th st. 
Ripans sell well. 

m. T. Blair, 399 9th ave., bet. = and 338d 
sts. Selling a goes many Ri ipan 

Louis P. ae ~ ave., N. E. oor. 36th st. 
Ripans se ling well. 

Pond & Bowes, 226 9th ave., cor. 4th sts. We 
keep Ripans_ but discourage the sale of 
them every chance we get. When you ad- 
vertise Ripans for forty “gi wholesale 
price, which Ihave to pay, ditt be 

ross they cost me thirty-six cents, Ithink > 
is about time to stop selling them. The Ri 
ans Chemical Co. ought to make itan Object 
for Goatees to sell their goods; other con- 


cern 

William 5. Burns, 154 9th _ave., bet. 19th and 
20th sts. Ripans sell well. 

Wm. C. Conrad, 137 9th ave. We do notkeep 
Ripans Tabules. I prefer to sell my own 
drugs. It isa shame to put the price of 
Ripans at five cents. Ten cents ought to be 
the limit for cheap drugs. No doubt they 
sell well at five — the American Fanaa 
are great on bu ing advertised artic 

G. A. Gassebeer, 9th ave., N. E. cor. 42d st. 
Sell a good many Ripans, the on size. 
Other sizes do not sell much no 

Dougan & Merrett, cor. 61st st. and 3 Columbus 
ave. We are selling a good many Ripans, 
and the demand for them seems to gradu- 
ally increase. 





GOVERNMF NT PRINTING OFFICE, 

One of the busiest places in Washington, 
if not in the country, is the government 
printing office. It is a veritable hive of in- 
dustry. The year 1897 was a particularly 
busy one ; in the course of the year the office 
shipped 318,866 public documents, averaging 
1,045 each day. This was an increase of 
129,244 shipments over 1896. Of the docu- 
ments turned out, 182,797 were distributed 
by the superintendent of dvcuments over the 
country generally, to libraries, public and 
educational, where they are easily accessible 
to the p le of the country. Every State 
library in Pn the Union receives its full quota, 
and, says Mr. Crandall, the superintendent 
of documents (speaking of libraries in gen- 
eral): “As these libraries are found in 
every State and Territory, and in almost 
every congressional district, it can not be said 
that the government is not doing its full duty 
in placing before its people the printed rec- 
ords of its proceedings. When we consider 
that in addition to this vast library distribu- 
tion there is an even more profuse distribu- 
tion to individuals by members of Congress, 
etc., it is the sim lest truism to say that 
never before were the people of any country 
so plentifully supplied.’””, The number of 
documents sold during the -year was 16,127, 
and the receipts therefor were $4, or6. 15. 
Four-fifths in number and two-fifths in value 
were the agricultural department publica- 
tions. It can thus be seer that but a very 
small proportion of the public documents are 
bought; in England all public documents 
must be purchased and at prices that are not 
trifling. Of late the office has been acting 
the part of a sort of general information 
bureau for the country at large. Says Mr. 
Crandall on this subject: ‘As there are 
about two hundred and fifty branches of the 
government which at times issue publica- 
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H. A. Cassebeer, cor. Columbus ave. and 72d 
st. We sell some, but the sales are not 
large. 

Caswell, Massey & Co., Columbus ave., cor. 
7ith st. Weare selling a few Ripans. 

Spangenberg & Boyd, N. W. cor. Columbus 
ave. and 82d st. Ripans going all right. 

Balluff’s Pharmacy, cor. Columbus ave. and 

84th st. Ripans sell; sell both fifty-cent 

boxes and five-cent kind. 

Baltzby, 7th ave., cor. 134th st. 
Ripans selling very well. 

Richsecker Bros., 875 Lenox ave,, cor. 129th st. 
mg a e.sood many of the five-cent size. 


Hen — n, 2240 7th ave., cor. 132d st. 
fibans sel ing fair. 
mage Schmelz, 339 Lenox ave., eee. 127th st. 


aving a nice sale of Ripans. 

Ri B. Robbins, 503 Lenox ave., cor. _ > 
We sell the Ripans; quite a good 

H. tS Power, Madison ave., 8. cor. r. 120th st. 

1 -- coms very fair. 
einbold t, cor. Madison ave. and 13istst. 
No, sir. We don’t sell Ri 
we are obliged to. No profit in them. 

The Breen Pharmacy, cor. 7th ave. and 135th 
st. Ripans sell very well, but what in the 
world did they ever put that little five- 

cent article on the market for? That 
twenty-five cent size is all right. 

West Harlem Pharmacy, cor. 7th ave. and 
—_ st. Ripans selling all right. 

A. W. Firth, cor. Lenox ave. and 130th st. 
Ripans selling well. 

Paxson’s Pharmacy, cor. Lenox ave. and 132d 
st. Wesella good many Ripans. The five- 
cent size has killed the sale of tenscent size, 


ough. 
J.&C. Froatz, 2204 6th ave. 
We sell a good many of the Ripans. 
Hanover Pharmacy, 2159 5th oom T sell a 
good many Ripans Tabules. The people 
around here call for them. 








tions, the best informed citizen, or even 
official, may be pardoned for not being famil- 
iar with most of them. Formerly it was 
not easy to get accurate information as to 
the documents issued by each, except from 
the publishin bureaus themselves, and the 
difficulties in the way of historians, librarians 
and investigators in search of government 
records were great. That the advantage 
of having a single office to which inquiries 
regarding all public documents may di- 
rected, with the certainty of getting an 
intelligible advice, is appreciated by the 
people, is amply shown by the constantly 
growing correspondence which comes to this 
office.”” In the government printing office is 
a library where copies of every government 
publication are preserved, and which also 
contains a large number of volumes obtained 
by exchange with other publishing houses. 
This library is efficiently managed under an 
admirable system.— 7he /nland Printer, 


ouaininmgiaiiencmz ae 
“ONLY AN ADVERTISEMENT!” 

It isa sad fact nowadays that untruthful 
and exaggerated advertising resorted to by a 
few has.led to a general distrust of advertis- 
ing and an almost unconscious discounting 
of the claims made by the advertiser. 

“*Oh, that’s only an advertisement!” is a 
deprecating ameale frequently heard. 

For our part, we do not see why an untruth 
is any less an untruth for the fact that it is 
stated in the form of an advertisement. With 
us our advertisements are our letters to you, 
telling you what-we have and inviting you to 
come, or to send, and choose from our stock. 
We sign our name to our advertisements, and 
we expect to be believed literally in all we 
say, because the whole influence and reputa- 
tion of this great, old-established house are 
back of -every advertisement we write.— 
Carson, Pirie, Scott & Co., Chicago. 
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‘By Charles Austin Bates. 


Readers of PRINTERS’ INK may send to this department advertisements, booklets, cata- 
1 es or plans for advertising. As many as possible will receive full, honest, earnest 
There is no charge for it. PRINTERS’ INK ‘** pays the freight.” 
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The Pillow-Inhaler Co., of Wash- 
ington, has a brand-new advertising 
scheme. I do not think much of it, 
and I do not think the editors of the 
newspapers to whom it has been sent 
will think much of it either. 

This company is sending to the 
smaller papers of the country the fol- 
lowing diplomatic letter : 


Tue Country News AssociaTION, 

GeorGe O. SHAKESPEARE, Manager. 

Gorpvon CLARK, Editor. 
A Thoroughly Organized and Equipped 
Bureau of Correspondence. 
Corcoran Building. 
Wasuincton, D. C., March, 1898. J 

Dear Sir—The country press, as you know, 
is comprised chiefly of weeklies and small 
dailies that can ill afford the expense of main- 
taining their own regular correspondents at 
Washington, yet greatly need to be in direct 
communication with its best sources of in- 
formation. The Country News Association 
of this city, publishing the Country News 
Letter, was organized several years ago to 
supply this need. The business of that asso- 
ciation has now passed into our hands, and 
we purpose to continueit in a new and revised 
form. Imitators have sprung into our field, 
but the scope aud excelience of our work 
have maintained it as the standard and held 
us at the front. 

Our present editor, Mr. Gorden Clark, at 
one time connected withthe North American 
Review, is a journalist and writer of national 
reputation. 

The Country News Letter will continue to 
make a specialty of the news connected with 
our National Government in all its branches. 
The political situation, as represented by the 
leaders of all parties, will be impartially 
given, together with such comments on cur- 
rent matters as “the air of Washingtor ”’ is 
constantly drawing out of the sages, wits and 
celebrities of the country who visit the Na- 
tional Capital. The present epoch is fraught 
with momentous events. Of late war has 
threatened us. But whether we are to have 
war or peace, hundreds of occurrences are 
sure to rise in connection with which our 
special intormation will be of great use and 
value to you. 

Our matter will be carefully edited, and 
will be not only correct in its information, 
but terse and attractive in its style. 

Our subscription price is $10.00 a year, 
or 25 cents a copy, when we receive cash. 
But we prefer to be paid in advertising 
space. Please inspect the inclosed imprint of 
a small ‘ad’’ which we ask you to run as 
compensation for services giving you the 
condensed cream of the Congressjona/ Rec- 
ord and of all the Washington dailies, as 
well as much else that we a/one can furnish. 

Knowing how useful we can be to you. we 
feel sure you will eagerly enter into the ar- 
rangement we propose it you will forward 


to our address a copy of your paper, and put 


us on yourexchange list, we will take it as a 
notification of your purpose to co-operate 
with us. We will then forward the cut of 
the advertisement above referred to, and 
mail the Country News Letter regularly. 
Tue Country News ASsocIATION, 
Corcoran Building, Washington, D. C. 

With it they inclose a sample of 
their Country News Letter and a proof 
of a 4%-inch ad of the Pillow In- 
haler, which is the ‘*‘small advertise- 
ment ’’ referred to in the letter. 

You will notice that nothing what- 
ever is said in the letter about the time 
which the ad isto run. At the close 
of the printed Mews /etter is another 
allusion to the small ad, but it also 
fails to mention how long the ad is to 
run. They say that their service is 
worth $10, and the supposition is that 
the ad is to runa year, which would be 
a pretty profitable thing for the Country 
News Association, even if their Vews 
Letter were a good one, which it cer- 
tainly is not. 

The country editor, who has access 
to any city newspaper of any kind 
whatsoever, can, in a few moments, 
with a pair of good large shears, cut 
ovt matter as good if not better than 
anything that can be found in this 
country news letter. 

If this news is a sample of that which 
the air of Washington is constantly 
drawing out of the sages, wits and 
celebrities of the country, it must be 
that this air is not very salubrious. 

I do not think this proposition will 
meet with any very general acceptance. 
Good plate service, giving special let- 
ters, telegraphic news and abstract of 
Washington routine business, only 
costs one cent an inch, ready for print- 
ing. The reprint extracts from Wash- 
ington papers, which make up this 
Country News Letter, will have to be 
set up in the office of the country paper 
before they can be used. Composi- 
tion, even in small towns, is worth $10 
or $12 a week. 

This looks like a very profitable 
proposition to let alone. 

* * 


x 
In PRINTERS’ INK of March 30 the 
Woman's Home Companion advertises 
that ‘it edits its advertising and de- 
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clines swindling advertisements as well 
as medicals under three inches. At $1.75 
a line, and with over 300,000 sub- 
scribers—a million and a half readers— 
it is the best advertising proposition in 
America, Announcements that appeal 
to the refined home are what we want.” 

This information will undoubtedly 
prevent swindlers and medical adver- 
tisers from offering the. Woman's 
Home Companion insignificant ads of 
fourteen or twenty-eight lines. 

Mast, Crowell & Kirkpatrick, the 
publishers of the Woman’s Home Com- 
panion, have evidently joined the ma- 
jority who believe that if a swindle is 
large enough it is respectable. Of 
course the ‘‘ thief” who steals a five- 
cent loaf of bread is justly sent to jail, 
but frequently the ‘* financier” who 
wrecks a railroad and ‘‘ accumulates ” 
a million or two is looked upon with 
respect and admiration. 

By the same token the swindler who 
uses less than three inches should be 
consistently frowned upon by news- 
paper publishers. He should not be 
permitted to practice his nefarious 
schemes upon their subscribers unless 
he pays for at least three inches of 
space. 

The privilege of offering a swindling 
proposition to the 300,000 subscribers 
of the Woman's Home Companion is 
certainly cheap at the cost of 42 lines 
at $1.75 a line. 

Just why a three-inch swindling 
ad should ‘‘ appeal to the refined home” 
more than a two-inch swindling ad I 
don’t know, but I suppose that the man 
who wrote this ad has some inside in- 
formation. 

Of course every one who knows 
anything about Mast, Crowell & Kirk- 
patrick knows that they are not going 
to take swindling ads of one line or a 
million lines, and that the pages of the 
Woman's Home Companion are cleaner 
than those of nine-tenths of the good 
publications of the United States. It 
undoubtedly declines swindling adver- 
tisements. It undoubtedly has some 
sort of a rule about medical advertise- 
ments, but the man who concocted 
this ad either doesn't know what the 
rule is or doesn’t know how to tell 
what it is. 

It grieves me to see good space 
wasted in PRINTERS’ INK by pure care- 
lessness. If publishers knew as well 


as I do how valuable this space is, they 
would consider the preparation of the 
advertisement to occupy it the most im- 
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portant bit of work in the week, and 
they would not turn it over to an in- 
competent subordinate. I know it is 
very tiresome to have to write a fresh 
advertisement each week, and itis very 
much easier to let the office boy do it, 
but it would really cost less to employ 
a competent advertisement writer who 
has the time and the ability to do the 
work right. It would be cheaper be- 
cause it would save the space from 
utter uselessness. 


Shrewsbury Tomatoketchup people 
are running cards in the elevated 
trains, which close with the expression, 
“*Has no competitor. Beware of imi- 
tators.” 

If the imitators do not compete with 
Shrewsbury Tomatoketchup, what is 
the use of being beware of them? 

** 
“THe CaTHOLic STANDARD AND t 
IMES.”” 


PHILADELPHIA, April 16, 1898. 
Mr. Chas. Austin Bates: 

Dear Sir—We send you herewith a copy 
of our new advertisement booklet and would 
like to know whether you think we have suc- 
ceeded in putting into practice the teachings 
of the Little Schoolmaster,’”’ more especially 
that portion appearing weekly under the 
caption of * The Department of Criticism.’ 
We have endeavored to set forth in a candid, 
straightforward way, tree from bombast, the 
advantages of our pee as an advertising 
medium, and to let the praises of the paper be 
sung by those who had profited from adver- 
tising in it. Have we succeeded? Yours 
very truly, 

Tue CaTHoLic STANDARD AND TrmEs Co. 
James F. Tobin, Business Manager. 

Mr. Tobin has certainly been avery 
apt scholar. He has succeeded in pro- 
ducing a booklet that can not help mak- 
ing a very strong impression on any 
one who receives it. It is big enough 
and handsome enough to arrest atten- 
tion. 

It is an expensive book, and one that 
it is hard to throw into the waste bas- 
ket. One feels that if the sender has 
gone toso much expense to get his story 
before one that he is at least entitled to 
respectful consideration. 

This book of Mr. Tobin's seems to 
tell all that need be known about his 
paper. ‘This information is given in 
very compact form on two pages, and is 
followed by twenty-one pages, each 
page bearing a half-tone reproduction 
of a testimonial letter from an adver- 
tiser. 

There is only one unsatisfactory 
thing in the booklet, and that is the 
statement that the high-water mark of 
the circulation is at present 27,640, 
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High-water marks are of no use in 
judging the advertising value of a pub- 
lication. What the advertiser wants 
to know is how many papers are likely 
to be printed of each issue in which his 
advertisement will appear. The best 
way that he can judge what this issue 
will be is to know what it has been for 
a given period. 

I find on looking up Zhe Catholic 
Standard and Times in the American 
Newspaper Directory for March, 1898, 
that it is accorded the rating of ‘*G”’— 
exceeding 4,000. I judge from this 
that probably its regular edition is 
somewhere between 4,000 and 7,500; 
that it has at some time printed 27,640 
of a single issue, and that it gives out 
this figure as the high-water mark. 

The circulation statement is the only 
vague thing in the booklet. It is too 
bad that so good a booklet should be 
marred by such neglect. It is to be 
regretted that the circulation is not 
definitely stated. And it should be 
possible to verify this definite state- 
ment bya reference to the American 
Newspaper Directory. 

I reproduce the circular matter in the 
booklet because it may well serve as a 
model : 

WE WANT YOU TO ADVERTISE 

WITH US. 


Will it pay you? We will not guarantee 
that it will. No publisher can honestly 
romise results to a particular advertiser, 
ut we will tell you briefly the territory we 
cover, what our rates are, and the pages that 
follow show you how those who have adver- 
tised with us are satisfied with the results. 
The Catholic Standard and Times is the 
only Roman Catholic paper in Eastern and 
Central Pennsylvania, which includes the 
Archdiocese of Philadelphia and the Dioceses 
of Scranton and Harrisburg. It is the official 
publication of the Archdiocese of Phila- 
delphia. It reaches and through the women’s 
page interests the women, the buvers jor the 
ome; it reaches the men through various 
Catholic societies, and it can be found in the 
home of every priest and in every institution. 
The following figures concerning popula- 
tion, etc., of the territory we cover can be 
verified by reference to Hoffman’s Official 
Directory: Catholic population, 592,000; 
churches and chapels, 489 ; colleges, institu- 
tions, etc., 82; Catholic schools, 175; pupils 
attending same, 53,601. 
ADVERTISING RATES. 
CLASSIFIED ADVERTISEMENTS—Fifteen cents 
oa agate line, one insertion; 12c. per agate 
ine, four insertions; roc, per agate line, thir- 
teen insertions ; gc. nd agate line, 26 inser- 
tions; 8c. per agate line, fifty-two insertions. 
Reading notices, soc. per line. Display adver- 
tisements, roc. per agate line. No discounts. 
No extra charge for cuts or breaking col- 
umns. 
No two-column advertisements accepted for 
less than 50 lines deep, total 100 lines. 
No three-column advertisements accepted 


for less than 100 lines deep, total 300 lines. 
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No cuts, black-faced t or borders on 
fifth page, which contains official church news. 
We stereotype and print on fast press, 
hence can not use half-tones or fine wood-cuts. 
Advertisements accepted up to 6 p. m. Thurs- 
day. Paper in the hands of subscribers Fri- 
day morning. Modern methods. Up to date 
in every way. No fake or questionable ad- 
vertisements accepted knowingly at — price. 
ur circulation is growing steadily and 
surely. A force of reliable canvassers al- 
ways at work. The high-water mark at 
present is 27,640, not counting returns, and 
we are adding an average of 150 good sub- 
scribers per week. No “ deadheads”’ on our 
list. We only send the paper to those who 
Pay for it. | 
_If you desire more business from our ter- 
ritory we shall be glad to hear from you. 
Tue CATHOLIC STANDARD AND TIMES 
PuBLIsHING Co. 
211 South 6th St., Philadelphia, 

Twenty-five per cent Commission to Agen- 
cies. +,* 

Mr. Mechler of Effingham is going 
to put into operation a variation of a 
well recognized method of soliciting 
advertising. He says he is going to 
have ‘‘ occasional meetings of different 
business men at my study at my resi- 
dence, and ai:ter a little refreshments 
have been served open the subject of 
advertising.” 

It is likely that if the refreshments 
are sufficient in character, quality and 
quantity that Mr. Mechler’s scheme 
will be asuccess, 

It is sometimes asserted that the suc- 
cess of an advertisement solicitor de- 
pends very largely upon the facility with 
which he can administer ‘‘refresh- 
ments ”’ to his prospective customer. 

EFFINGHAM, IIl., April 14, 1898. 
Mr. Charles Austin Bates: 

Deak Sir—The “ Business Man’s Private 
Corner” in the Democrat will not be a re- 
print from Printers’ Ink every week, nor 
every third week. I started it off as I did 
because the article from the pen of Charles 
F, Jones was so good and so much to the 
poir.: that I could not see how I could get 
anything that would be better. And, another 
point I want to make in this department is to 
avoid the criticism that you know is always 
made inasmall town—oh, that is what Mech- 
ler says. I want to impress on our business 
men, not alone the value of advertising, but 
the necessity for having what they say in 
their ads mean something—avoid generaliza- 
tion. 

I intend to make this Business Man’s Pri- 
vate Corner something out of the ordinary. 
It will differ from anything I have seen or 
heard in any publication. In connection with 
it I will have occasional meetings of different 
business 1en at my a at my residence, 
and after a little refreshments have been 
served open the subject of advertising, and 
have a discussion of it. Iam pretty well pre- 
— for the subject, When my guests leave 

will have something in the way of adver- 
tising matter to give toeach. With what we 
send through the mails to them I feel that we 
should soon have an _ advertising community 
here if anything will make it such. Yours 
truly. Geo. V. MECHLER, 











PRINTERS’ INK, 























Here's an Array of Names 
That's an Argument. 


Paine’s Celery 
C. I. Hood & Co. 
J. C. Ayer & Co, 
Scott’s Emulsion 
Lydia Pinkham 
Dr. R. V. Pierce 
Sapolio 
Diamond Dyes 
Cheney & Co. 





Ozomulsion 
Winslow's Soothing Syrup 
Kilmer’s Swamp Root 
Thomas Slater 
Erie Medical Co. 
Columbia Bicycles 
Lyon & Healy 
Wilson & Co. 


AND OTHERS 
AND STILL MORE 
AND YET OTHERS 

TO COME. 


Big Figures—Big Ads— 
~*~ Big Results 


THEY ALL USE OUR PAPERS. 


BOYCE’S 


"eoxurs 600,00 
WEEKLIES j 
Copies 

00 MONTHLY, 

5 $1.60 per line 


BOYCE’S 
MONTHLY 


COPIES 
WEEKLY, 
$1.60 per line 





W. D. BOYCE CO., 


Boyce BUILDING, 


CHICAGO. 

























JOURNAL 
New York 


Largest 
Daily 
Circulation 


in the 


WORLD. 

























